


WINTHROP'’S 


Maverick 





WINTHROP COLONIALS 
$5 to 6.50 
Others $7.50 and Up 


Pardner, you ain't seen nothin’ till you see Winthrop's new 
leisure leader, The Maverick. It's a rip-snortin’ side-kick 
for Winthrop's sensation of last season.. The Westerner. 


lf you've a mind to see the whole Winthrop line, just 
send word by stage coach or telegraph, and we'll pack 
one of the boys off to see you pronto! 




















Yentemen... 





“SMARTEST SHOES OW THE SQUARE” © 


I year old today - 


H ere’s to America’s brightest, healthiest baby . . . 1 year old today, and growing 
very fast! Johnsonian, “good news for 1940” holds better news for "41, and for 
years to come. 


American men have paid tribute to Johnsonian, the name, and the quality behind 

it, by buying more than one Million Dollars worth of this Line in its first year. Over 

a thousand retailers, confident of the Johnsonian idea, Johnsonian style and value, 

Ameri ~~ have made this outstanding record possible. For such acceptance Johnsonian it 

¥ grateful, but we regard it as a challenge . . . to a higher standard of value and 
Outstanal merchandising technique. 


The Fall Johnsonians, now in their trials, are a promising lot of youngsters, and 
Johnsonian faces its second Fall season with continued energy and confidence ol 
progress. Now is the time to make YOURSELF part of Johnsonian’s success. 


Johnsonian Divisio 


ENDICOTT-JOHNSON @ NEW YORK CITY @ ENDICOTT, N.Y. @ ST. LOUIS, moO 


Retailii 
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Rendered in jam at random places See how it allows the foot to remain back in the shoe 

=*, through the house, this mark is the where it belongs, preserving the proper relationship 
= Coat-of-Arms of the American Mother of the shoe to the foot in action! Here is the kind of 
=” ... who has more mouths to feed and shoe those profitable Mother Customers are seeking. 


more shoes to buy. She is the undis- Trimfoot Pre-School Shoes, 


' puted Queen of Purchasing Power. in sizes 3 to 6, C and D : 
Her children ore her big interest. When it comes to widths, retail for $2.25. In 
spending . . . they are the power behind the throne. sizes 6!/, to 9, B, C, and <> 
By tutia her better footwear for her children, at D widths, they retail for 
a price she is able and willing to pay, you have an $2.75. Your mark-up .. . 
excellent opportunity to bring all of her “shoe-money” 44 per cent 
into your store. That's why you owe it to your business Send for catalog and 
to examine a pair of Trimfoot Pre-School Shoes. sampie on memo billing to- 
Flex them in your hand! Check their materials and day. Trimfoot Co., 4060 
finish! See how patented “Cuddle Back” heel con- Forest Park Blvd., St. Louis, ORDINARY SHOE 
struction helps prevent the formation of irritating ridges. Missouri. 


TRIMFOOT PRE-SCHOOL SHOES 


aa 0, BOOT AND Sg a ee ees every Saturday Company (Inc.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Executive offices, 
%t., New York, N. class matter November Ad ioaa, at 4 , ] Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
(Canadian rate $3.00 plus $0.50 for Canadian War Exchange tazr—making total of $3.50.) 


“CUDDLE BACK” CONSTRUCTION 












































are making “The Whitest Whites” stronger 
and stronger in retail selling. 


LEVOR 
Nh ollopel 


Gmocth... Wldlle Cush... Getede 
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BLIND SETTI 


Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets ore a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 
UNITED FAST COLOR EYELET COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BOSTON. MASSACHUSETTS 
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Tux new Class 200 National Cash Register was created 
to meet the demand for a low-priced, accurate, simpli- 
fied and complete record-keeping system for retail 


businesses. 

It combines the protective features of a National 
Cash Register with the convenience of an electric add- 
ing machine . . . plus a revolutionary new feature .. . 
“Columnar Printing.” This device makes it possible 
for you to print amounts into 8 separate columns auto- 
matically, thus separating records by departments or 
other classifications .. . for fast computation and easy 
posting to the permanent record forms that are part 
of each system. 

In addition, there are many other startling new 
features built into this new and complete National 
System. If you're interested in a better and easier-to- 
keep record-keeping system, we'll send you sample 
forms for your business. Just fill out the coupon 


and see for yourself how easily you can get all the 


records you need to run your business most profitably. 


The National Cash Register Company 


DAYTON, OHIO 
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All work of taste must bear a price in proportion to the skill, taste, 
time, expense and risk attending their invention and manufacture. 


Those things called dear are, when justly estimated, the cheapest: 
they are attended with much less profit to the Artist than 
those which everybody calls cheap. Beautiful forms and composition 


are not made by chance, nor can they ever, in any material, be 





made at small expense. A composition for cheapness and not 
excellence of workmanship is the most frequent and certain cause 


of the rapid decay and entire destruction of arts and manufactures. 





JOSIAH WEDGWOOD 
1730-1795 


THAT’S ONE MAN’S OPINION ABOUT QUALITY 


Today, ask a successful shoe retailer his opinion and he'll tell you, “quality means profits to me”... which, if you 


stop to think Sour it, is simply'a more practical way of saying the very same thing that Mr. Wedgwood did. 


But this is more than one shoe retailer's opinion. It is the experience of dealers throughout the country who 
have consistently sponsored quality shoes. During the past trying years, those who carried I. Miller or comparable 
quality lines enjoyed their greatest-increases in business. For the period ahead, there is every indication that the 


quality shoe business will continue to offer the greatest opportunity for increased profit-making. 


I. Miller is prepared to meet this accelerated business tempo with the most modern, streamlined dealer service in 


fashion, production, delivery, promotion, sales education and accessory coordination in the entire shoe industry. 


If you want to make the same progress in your shoe operation that is now being enjoyed by I. Miller dealers 
throughout the country... if you want to share in established fashion successes such as Heart Beet, Golden 
Crocodile, Sawdust Linen, Metal Meshes and leathers and many more to come, and if we are not now represented 


in your city, write or wire us today for full particulars regarding an I. Miller exclusive franchise. 


— AMMA Sn offers. ne. 


: / Scores and agencies in principal cities 
* Long Island City, New York of the U.S, Canada and foreign countries 





BUOT anp SHOE RECORDER, May 3, 1941 


Bix 
| AHEAD IN SALES 
i 


ROLLING UP A NEW KIND OF RECORD 
IN THE MEN'S SHOE BUSINESS! 


shoes that are going place 


iers wno atelaleiiss them will fe 


what it takes’ for profit 


jon‘'t have to look far for the rea 


MARK TWAIN 
the INTERNATIC 


tehind every pair of 


the reputation of 


COMPANY symbol of styl: 


quality and business integrity ft 


ialel-Meialcdadalelibes 


IN Mark Jwains. WE GIVE YOU 


1 COMPLETE line for all men 

s STYLE HITS plus fast n 
any EXCLUSIVE wit! 

Is fast and PROFITABIL 


7-telamaeltiale 


eason 


$ TO RETA aT 
5,7 


to 
MOST STYLES 


Division International Shoe Co., Inc. 


MA R at TWA I i. 21 Hudson Street + New York City 
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... First Again in “YW 
FLORSHEIM SHOES 
Designed and tuill expressty for Mililany Wear 


Six MONTHS after the first pair was 
made, Florsheim Military Shoes have be- 
come the most widely accepted footwear 
of officers in all branches of the Service. The 
reason, we think, is that ‘they were made 
the way Army, Navy and Marine officers 
said they should be. From tip to top-lift, 
from extended rubber heel to soft, pliable 
uppers, every shoe meets the most exact- 
ing requirements tor fit,comfort, and wear. 


From left to right to retail at: Straight 
tip oxford, $9.50; Monk-type oxford, $10.50; 
White buckskin dress shoe, $10.50; Plain 
toe blucher, $9.50; Plain lace oxford, $9.50; 
Blucher high shoe for field service, $12.50. 


MANUFACTURERS « CHICAGO 


THE dershosn SHOE COMPANY 


Makers of Fine Shoes for Men and Women 
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STERLING DIVISION 


ALLIED KIitDdD$ COMPANY 
Fourth and Monroe Streets, Wilmington, Delaware 
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BOOT AND SHOE RECORDER 


WEE had occasion the other day 
to walk down Fifth Avenue and 
chanced to meet a shoe merchant 
who looked to be in radiant health. 
So much so that we commented on 
the fact. He said: “Good business, 
good health. Poor business, poor 


Give THIS 


health. So help me, for years I had 
all the internal ailments that worry 
could give a man; and believe it or 
not, in the past three months I 
haven’t seen a doctor or taken a 
pill. Good business, it’s wonder- 
ful.” 

In the same manner, Dr. Robert 
B. B. Brooks, before the American 
Council on Public Affairs, said: 
“This nation does need higher 
wages. For the sake of health, ef- 
ficiency and morale, this nation 
needs to be better fed, clothed and 
housed. Until we reach maximum 
use of all of the factors of produc- 
tion, we can permit and we must 
permit a rising level of wages, espe- 
cially among the lowest third or 


half of the income receivers.” 


ot the 


di 
WA: 


W.. T. DICKERSON, president of 
the Walker T. Dickerson Company, 
Columbus, Ohio, sends an impor- 
tant notice to his merchant custom- 
ers, saying: 

“*We DO’—(In a small way). 
The enclosed reprint of an editorial 
by Arthur D. Anderson, Editor of 
the Boot anp SHoe ReEcorpDeER 
(‘Damned If You Do—Or Don’t— 
March 29, 1941) explains our posi- 
tion in a clear-cut manner. It is to 


be regretted that Mr. Anderson did 


not carry on through, explaining 
that the shoe manufacturer today is 
operating under Federal tax and 
labor restrictions over which he has 
absolutely no control and that these 
costs are gradually mounting up- 
wards. 

“At the close of our fiscal year, 
October 31, 1940, we had produced 
288,096 pairs of shoes and our total 


tax expenditure was $42,989.78. 


which means that in our costs there 
is approximately 17c. per pair over 


[11] 


MAY 3, 1941 


which we have no jurisdiction. The 
prospects for the year ending Oc- 
tober 31, 1941, are that our taxes 
will increase to not less than $60,- 
000, and over this we have absolute- 


costs 




















ly no control, and we cannot in- 
crease our production. 

“In 1937 when we could operate 
forty-four hours per week we pro- 
duced 318,623 pairs of shoes. In 
1940 with the same equipment and 
the same number of employees 
working eight hours per day, fifty- 
one weeks in the year, our produc- 
tion dropped to 288,096, or a loss 
of 30,527 pairs. A loss impossible 
to recover, without expansion—and 
who wants to expand now? 

“Last November and December 
we operated at maximum capacity 
making staple in-stock shoes of cer- 
tain styles, like K340—and we built 
up an inventory by January 1 of 
about 3500 pairs of this one style. 
This productive inventory build up 
also applied to other staple numbers 





like the Winford, Trinity, Chime 
and shoes of that type. Dur- 
ing January, February and March 
we operated at maximum capacity 
on make-up orders. Consequently 
by the middle of March our in-stock 
department was badly depleted. We 
thought it advisable to work on 
Saturday morning, four hours, pay- 
ing time and one-half for overtime. 
On our first Saturday morning of 
four hours we packed 673 pairs of 
shoes, and to our astonishment the 
increase in thedirect labor cost was 
$381.26 — or approximately 57c. 
per pair. 

“We relate these facts to indicate 
that Mr. Anderson did not cover 
the entire field of costs that enter 
into the production of shoes, that 
these costs are fixed by government 
regulation over which the manufac- 
turer has absolutely no control.” 

7 - - 
STRONG personalities have an ef- 
fect of living within the trade long 
after their active useful life in it. 
We came to this conclusion on read- 


ing the news of the death of R. E. 
(Bob) Roberts, age 85, of Deland, 
Florida. 


—_— a 
a a: 
ee & Xx \ 


Maybe you too can run down 
memory’s lane and can see the pic- 
ture of that grand old leather sales- 
man, stocky of build, smiling coun- 
tenance, chuckling and bubbling 
over with good-will and ever chew- 
ing on a cigar that he never, never 
smoked. He was a great personal- 
ity in his day and it goes back over 
sixty years, when he first started 
out selling T. M. blacking for 
Fournier. Believe it or not, but he 
covered the entire United States, 
selling a single item—shoe black- 
ing. He made a great success of 
it. So much so that when Carl E. 
Schmidt went to tanning chrome 
calfskins and needed a salesman, he 
signed him up because of his knowl- 
edge of retailers and men. No man 
did more in his day to sell color in 
footwear than Bob Roberts. 





BOOT ann SHOE RECORDER, May 3, 1941 








—Eddie Cantor enjoys regaling his 
audiences with descriptions of his 
operations. 

—Harold Whitehead of London 
writes us that the British are going 
Eddie one better, as a descrip- 
tion of a bore here would be ‘a 
man who wants to talk of his 
bomb, when | want to talk of 
mine.’ ” 

—A town in the midlands of England 
was having a "spitfire" fund drive. 
One man walked around with a 
placard reading: "Subscribe to 
our Spitfire fund, and I'll listen to 


your bomb experience.” 


—The bombing adventures of our 
friends overseas must be terrible 
beyond description; but it's amaz- 
ing the fortitude they display dur- 
ing the blitzkrieg attacks and the 
contagious sense of humor with 
which they describe these ghastly 


experiences. 


SU 1 Bn 


President 





He had been off the active list for 
fifteen years or more—a gentleman 
farmer in Deland—and to show you 
how friendships do cling in this 
great family of shoe and leather 
men, B. C. Bowen, western repre- 
sentative for the Boor AND SHOE 
RECORDER, never missed an annual 
pilgrimage to Deland just to sit un- 
der an orange tree and talk old 
times and new with Bob. 

If there is such a thing as co- 
incidence of spirit, we can testify to 
its amazing telepathy for a day or 
two before the death of Bob we had 
occasion to visit with John Slater 
and during the course of that con- 
versation, the name Bob Roberts 
came up, because his picture still 
hangs in John Slater’s office. So we 
pay tribute to a great salesman, who 
was so simple, sweet and affable 


that even children delighted in his 


company and shoe men remember 
him to this very day. 

While we are turning over the 
memories—who do you think came 
into John Slater’s store the other 
day—Hollis Scates—or does that 
name mean anything to you? Well, 
he was a pioneer in the selling of 
children’s shoes the new way. He 
organized the shoe departments of 
Wm. Filene & Sons, Boston, and had 
more tricks in his bag to fascinate 
children and make them want to 
bring their feet to his elevated plat- 
forms than any shoe man of that 
era. We helped out on one of his 
famous stunts by borrowing a baby 
elephant from the circus and 
brought it up the back elevator 
into the children’s shoe department, 
to have it fitted to two pairs of 
shoes. Weeks before the elephants 
came to Boston, the press rep- 
resentative had written us that in- 
asmuch as Boston was the shoe cen- 
ter, somebody ought to build shoes 
for the elephant, who was suffering 
from cold feet. I guess we had 
every kid in Boston in the shoe de- 
partment that day and the publicity 
was shot all over the country. 

Well, now back to the colorful 
Mr. Scates who, some fifteen years 
ago, went off to Hollywood and has 
led an adventurous life ever since. 


This time he is promoting a dude 
ranch and he was “dressed to kill,” 
goatee and all . . . which gives us 
the opportunity at this point to 
draw another conclusion — once 
shoes and leather get into your 
blood, you can’t get away from 
them. So the old shoe showman 
expressed his allegiance in the Of- 
fice of the Dean. 
* - * 

LL. E. Langston, executive vice- 
president of the National Shoe Re- 
tailers Association, writes: 

“May I call your attention to a 
letter from Max Kessler appearing 
on page 11 of the April 12 issue of 
the Boot anp SHoe Recorper, in 
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which he states among other 
things. . . . 

“For instance, this Spring, saddle tan 
became a sensation. But, neither the 
manufacturer nor the retailer was pre- 
pared to supply the demand. Why should 
the shoe industry miss such opportuni- 
ties, just because there is no centralized 
cooperation?" 

“May I refer you and also Mr. 
Kessler to our Women’s Official 
Shoe Style forecast for Spring .and 
Summer 1941, issued immediately 
following our Style Conference last 
September. On page 9 of that re- 
port, it was stated that: 

“*We believe in Tans, Browns, Saddle 
shades. Beige for combinations with Tans 
and Browns. Because there is a new 
promotion story about this color family.’ 

“It was also stated on page 3 of 
that forecast, relating to important 
color families for Spring and Sum- 
mer 194] that 

“*Beige to Brown: Camel beige, sand 
beige, khaki beige, cocoanut beige. Buck- 
skin tans and browns. Earth browns, cop- 
per shades, leather tans, cocoa browns, 
cordovan browns, milk chocolate and 
coffee shades. Taupe browns and mauve 
browns.” 

“Reference has also been made to 
the importance of saddle shades in 
a number of our monthly bulletins 
since last September, and I believe 
a check-up will reveal that consider- 
able mention of the importance of 
this shade has also appeared from 
time to time in the Boot anp SHOE 
RECORDER, as well as in most all 
other fashion magazines. Further- 
more, and as announced at least 
twice a year in the Recorper, our 
Association conducts during the 
time of our semi-annual Style Con- 
ferences a ‘Court of Shoe Style 
Opinion,’ which as you know has 
gained wide national interest.” 
THE American Marathon Race, 
thirtieth annual event and an annu- 
al holiday in Boston, is a grueling 
test of foot work in a course that 
runs 26 miles over hill and dale— 
this course is measured to the length 
of the famous original course from 
Marathon to Athens. 

The grand old man of marathons, 
Clarence DeMar, runs again. For 
eleven years of the thirty he has 
been in first, second or third posi- 
tion — with seven “firsts” in his 
great record. His life’s story is a 


story of sustained foot work over 
the years. 
As it has always been a point of 
controversy on the technique of 
running, as to whether it should be 
on the toes or flat foot, let’s read 
what DeMar said in his book 
Marathon, on this subject: 


WINNING |S WHAT > 
cows {fc (@& 


2% 


“At that first trial across country, 
Captain Stevens kept yelling at me: 
‘Run on your toes, on your toes!’ 
I was so used to walking that the 
heel would hit first and I couldn’t 
get the idea of running by hitting 
the toes first and then coming back 
on the heels. I tried to dance along 
on my toes without the heels touch- 
ing! Sometime within a year I 
learned how to run on my toes. Still 
I have never run that way more 
than one-third of the time. It is a 
convenient way to run if one has 
blisters on his heels and it seems 
to me a trifle faster, but it is more 
fatiguing. The Finns, I’m told (and 
have partially verified by observa- 
tion), all run flat-footed except 
Ritola, who learned to run in the 








United States. My whole attitude 
is that whether one shall run on his 
heels or his toes is hardly worth 
discussing. The main thing in dis- 
tance running is endurance and the 
ability to get there as quickly as 
possible.” 

Success in marathon running re- 

quires a sense of balance and pro- 
portion. 
BRARRY B. TOVE, advertising 
counsellor to a number of shoe and 
leather accounts, at 100 Gold Street, 
New York City, is author and pub- 
lisher of a grand little book entitled : 
“My Buddy and I.” We had oc- 
casion to see the counter displays 
in several department stores, as well 
as book stores, and they feature: 
“Every man in the United States 
service has a Buddy. Every one of 
them should have this book.” 

The book is plastic bound in 
either red, white or blue and is a 
permanent personal service record 
that has everything in it for the 
soldier to appreciate — names, ad- 
dresses and even places for photo- 
graphs. It might have a place on 
shoe store counters as an extra sales 
item because it retails for fifty cents 
and is a keepsake that will walk 
down Memory Lane long after the 
great adventure is over. 


— 
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“Yoo hoo—! Do we or don't we get curb service for riding boots?’ 








T WO lines will be in every manufacturer’s Fall collection this year. The first early 
line, designed for wear in July and August. The second line for the real Fall season 
beginning in September. We give you here picked styles from the second line, higher 
riding, more closed up. 

In the five smaller sketches we show continued patterns. The V-throat elasticized 
pump, continued because it fits so well, provided the sides are not too high. 17/8 
heel. The high front slipon with d’Orsay side line on a 21/8 heel. The U-throat 
elasticized slipon, perennial favorite. 17/8 heel. The d'Orsay pump on 21/8 heel. 
The oxford, 16/8 heel, for the woman who wants a laced shoe. 

In the larger sketches we give you new versions. The high riding elasticized shoe 
with new side line and military detailings. 21/8 heel. The pump on round toe last 
with new front detail. 17/8 heel. The tailored pump on square wall last with cow- 
boy heel and detailing. 18/8 heel. The buckle monk. 14/8 heel. Both of these 
stitched, fot perforated, for bootmaker finish. The military blucher tie. 14/8 heel. 
The moccasin saddle on a “baby” last. 1244/8 heel. The new high heel ankle strap. 
21/8 heel. The two-eyelet tie with flaring tongue, a 17th century American men’s 
style. 14/8 heel. Half wedge with hooked laces, new interpretation of a casual shoe. 
14/8 heel. The stepin with turn-over tongue in new double version on a 
square wall last. 17/8 heel. 
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1 Nous HighHeol Strap. 
13 To Eyelet Tie with Flared Tongue 





Above: Artistic modernized ex- 
terior of original Feltman & 
Gurme store in Indianapolis. 
Light terra-cotta contrasts with 
gleaming plate glass of display 
windows and solid glass door 
to produce a very distinctive 
and practical store front. 


Right: Men’s and women’s shoe 
windows of new Ben Hirsch’s 
Shoe Store, Shamokin, Pa., are 
eighteen feet deep, affording 
abundant display space. Mod- 
ern Herculite door admits 
plenty of light and gives invit- 
ing effect of open door. 


VISIBILITY 


A PRIME OBJECTIVE 
IN 
SHOE STORE PLANNING 


More visibility, within and without, is being 
sought in the shoe stores of today. Visibility for 
merchandise, through larger, mor® carefully de- 
signed and better lighted display windows. Visi- 
bility for the store itself through more open store 
fronts, in which even the door is sometimes made 


-a solid slab of extra heavy plate glass, devoid of 


framework to obscure the view of the interior. 
Visibility in selling, increased through the use 
of modern, more efficient fluorescent lighting, 
as well as by the greater amount of daylight 
admitted through the new glass store fronts. 





PICTURED on these pages is a group of mod- 
ern and very attractive store fronts and interiors 
which illustrate the trend of today. Feltman & 
Curme’s new shoe salon, in Indianapolis, is the talk 
of the Hoosier metropolis. The exterior of gleam- 
ing plate glass and light terra cotta, the well ar- 
ranged group of display windows bordering the 
wide and inviting entrance attract shoppers from 
far and near. The entire front of the first floor is 
glass, even the door, a solid sheet of plate glass, the 
first and only in any retail establishment in the city. 

The modernistic touch is carried out in the in- 
terior decorations in delicate shades of green and 
tan, with chairs fashioned in natural maple, up- 
holstered in light cream leather, and the same color 
scheme carried out in the carpet design in the wo- 
men’s section. 

In the men’s department the chairs are fashioned 
of natural maple upholstered in a dark tan leather, 
and the floor covering is a light colored linoleum 
with wine colored trimming. 

Fixtures and display cases are made of plate 
glass, with supporting units finished in piano gold, 
and fluorescent lighted. The same method of light- 

[TURN TO PAGE 38, PLEASE] 


Right: Recently remodeled within and without, W alk- 

Over Shoe Store in Nicollet Avenue, Minneapolis, is 

one of the most attractive retail shoe establishments 
in that city. William Jubelirer is the manager. 


Left 


: Fluorescent lighting plays 


an important part, both in the 
illumination and _ decorative 
treatment of the new and larger 
women’s shoe department of 
Dalton’s, famous department 


store of Baton Rouge, La. 


Below: Large wall mirror gives 
illusion of added space to men’s 
shoe department at Dalton’s, 
Baton Rouge. Red leather 
bench, which curves around 


side of department and 


seats as many as twenty men, 


reflected in wall mirror. 











Successtul Juvenile 


EIGHT years ago, Barnard, Sumner & Putnam Co., 
1ll-year-old Worcester, Mass., department store, em- 
barked on a specific program for the development of 
its children’s shoe volume. The result has been that 
the department has had to be enlarged three times, and 
the volume is now considerably over the usual standards 
for department stores of this size. 

Under the supervision of Frederick L. Thomas, man- 
ager of all shoe departments in the store, the department 
features children’s shoes at $3.00, $3.50, $4.50 and 
$5.00. The $5.00 line was started with a stock of 39 
pairs and has been developed to the point where a basic 
minimum stock of 600 pairs in complete size ranges is 
carried at all times. The department’s wide range of 


Every pair of shoes sold in Barnard juvenile de- 

partment (photo above) is checked with X-Ray 

machine to make sure of correct fitting; advertise- 

ments like the one shown at left have helped put 
this department over. 
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sizes is demonstrated by the following: infants’ sizes 
are carried in A to D widths; youths’ in AA to D; 
misses’ in AAA to E. This size range has been basically 
important because it enables the department to fit prac- 
tically every foot. 

Twice a year, once in the Spring and again in the 
Fall, the department has two special sales offering reg- 
ular merchandise for less than usual prices. At no 
time is special merchandise bought for promotional 
purposes, since Mr. Thomas feels that customers expect 
a certain standard of quality and fitting which is 
available only in regular lines. A check is made of all 
customers who respond to the semi-annual sales, and 
it is found that many people who buy their first pair 
of shoes on these promotions find them extremely satis- 
factory, return and pay regular prices for the second 
and following pairs. 


THE department has been very well advertised in copy 
which emphasizes fitting, quality and periodic check- 
ups. With such headings as “Why do so many mothers 
say ‘Fit Them at Barnard’s,” copy is used in the 
Worcester Sunday Telegram and the Worcester Evening 
Gazette, which gives morning and evening cover- 


FREDERICK L. THOMAS 


Manager of All the Shoe Departments at Store of 
Ba . Sumner & Putnam Co., Worcester, Mass. 


Section Stimulates Women’s Business 


How Careful Fitting, Backed by Intelligent Promotion, Increas- 


ed Children’s Volume in Century-Old Worcester Store, Thereby 


Necessitating Three Successive Enlargements of Department 


Within Eight Years—Mothers, Attracted by Store’s Reputa- 


tion for Juvenile Footwear, Become Shoe Customers on Their 


Own Account, Swelling Volume of the Women’s Department 


age. Children’s shoes are featured in practically all 
advertising for the women’s department and are fea- 
tured four times a year in institutional copy. 

All publicity emphasizes the store’s free parking 
area which has proved very profitable for this type of 
business. Mothers may pick up their children from 
play or from school without bothering to dress them 
up, as they would have to do if parking were not avail- 
able at the store. Youngsters are fitted and whisked 
back home in half the time ordinarily consumed in 


finding a place to park and then walking to and from 
the store. Mr. Thomas has received many compliments 
from mothers who appreciate this free parking service. 
But the department’s biggest thunder is its expert 
fitting. Barnard’s was the first store in Worcester to 
have an X-Ray fitting machine, and every pair of chil- 
dren’s shoes is checked in this machine before final 
approval is given for the fitting. The machine is promi- 
nently placed in the department, and mothers have 
[TURN TO PAGE 35, PLEASE] 
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THREE THEMES FOR PALL PROMOTION 


Three themes for Fall were highlighted in a collection of models re- 
cently shown to the press and a small group of quality manufacturers 
at the Waldorf-Astoria. Adaptations of Early American men's styles, 
military ideas, including new uses of the “Bootmaker Finish", and the 
Mother and Daughter themes were the ideas developed in this collec- 
tion of pullovers by Bennett Jayne and Tommy Atkins for the Calf 
Tanners’ Association. The models were presented by Ruth H. Kerr. 


Mother and Daughter shoes, a 
theme with important promotion 
possibilities. “Muff” pa apron 
red calf with black astrakhan 
throat ornament in the shape of a 
muff. “Baby” last is used for the 
mother’s shoe and her heel is 
slightly higher than her daughter's. 
One-eyelet booties in black suede 
are trimmed with red calf. Mother 
and daughter models are identical 
except for the difference in heel 
heights. The mother’s model is 
built over a baby last. 


Reading from left to right: 1. 
High-riding bellows tongue also 
adapted from the 17th century in 
suede combined with washable 
glazed calfskin. 2. Again a con- 
tribution from the 17th century 
this one-eyelet tie with high-riding 
tongue in natural shrunken calf 
with | finish. Note dis- 
ti stitching details. 3. New 
version of the Ps popular 
saddle moccasin made with finger 
gores. Bootmaker finish on smooth 
calfskin accentuated by use of dec- 
orative stitching. 4. Of 17th cen- 
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Bet Your Boots on “Romance” 


How Montgomery Ward & Company Doubled Their 


Business on Western Boots by a Promotion That 


Dramatized the Romance of the Range. 


MIAYBE the pretty girl on the cigarette billboard 
doesn’t look like an authority on tobacco—but the men 
who put her there were authorities on cigarette sales; 
these men know the value of “Saying It With Romance.” 
There are more things than cigarettes that can be sold 
with Romance. 

The sale of western boots in Montgomery Ward’s 
big Denver store was steady, substantial—but not spec- 
tacular. A few boots were well displayed in the shoe 
department—but there was nothing dramatic about the 
way they were displayed. Then the boot department 
got a hypodermic of Romance, and the fireworks started. 

“Sure we can sell good leather and beautiful work- 
manship and price appeal,” said one merchandiser, “but 
to really keep the cash register busy with boot sales we 
have to go outside of boots themselves and sell all the 
romance and appeal of the West itself!” The idea 
clicked. 

Pictures of world-famous cowboys, Everette Bowman, 
Turk Greenough, Gene Ross, Hugh Long, were secured, 
hundreds of feet of lasso rope, authentic information on 


Romance appeal stimulated riding boot sales jor Mont- 
gomery Ward of Denver, Colo. whose attractive boot 
section is shown in the above photograph. T. O. Haugen 
is store manager, B. F. McFadden is merchandise man- 
ager and A. J. Twombley is manager of the shoe depart- 
ment. J. F. Ferguson is the advertising manager. 


western cattle brands, a special iron for “branding” 
wood. Logs with the bark still on them were brought 
in. Plank after plank of knotty pine was sanded and 
polished and cut to length. 

Display men, artists, carpenters, caught the spirit 
from the merchandise men, and the colorful romance 
of the great open spaces was brought indoors to help 
sell cowboy boots. 

A mural painting in brilliant colors depicted a typi- 
cal western scene of a cowboy riding the great plains. 
A regular trading post with quarter-sawed log roof was 
created before what had previously been unromantic 
counters. The cowboy pictures were framed with lasso 
rope. The words, “JUSTIN”... “KIRKENDALL”. . . 

[TURN TO PAGE 35, PLEASE] 
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OUTLOOM 


So You Can’t Take It! 


EVERY American and every business man knows that 
“we can’t go our usual ways.” It would be folly to as- 
sume that business is everything and that war-defense is 
just extra. We are in for tough times. 

The shoe trade is accustomed to tough times. Max- 
well Field, secretary of the New England Shoe and 
Leather Association, reiterates what we have been saying 
for the past few months and he says it with figures: 


“There are over four hundred tanners in America who produce 
annually leather valued at slightly less than $400,000,000 and 
the total net profits of this industry average only $5,000,000 a 
year. One thousand shoe manufacturers produce annually over 
four hundred million pairs of shoes at a factory value of $730,- 
000,000 or more and the total net profits of this industry are less 
than $28,000,000—this is actually less than the annual net profits 
of the Coca Cola Company, which sells a soft drink for a nickel. 
Furthermore, it should be realized that less than half the shoe 
manufacturers show any profits, and one-half of the entire indus- 
try’s profit is accounted for by sixteen shoe manufacturers who 
sell 45 per cent of the value of all shoes made in the United 
States. The conclusion is obvious that the leather and shoe 
manufacturing industries are ‘sick’ or profitless industries.” 


The other day a Wall Street man called us up to ask 
whether or not it was true that the shoe manufacturers 
of the United States averaged between five and ten cents 
profit per pair on shoes made. The Wall Street man 
had been looking around for investment possibilities and 
“he would have none” of shoes and leather after study- 
ing the records. 

We're not on the point of crying “poor mouth” be- 
cause, by and large, 400,000,000 pairs of shoes make a 
living for many a man, woman and child; but when it 
comes to the life of the business, it’s in a pretty anemic 
condition insofar as profit blood is concerned. 

At this very moment, a manufacturer is sitting in his 
office helpless to do anything in a situation that has de- 
veloped through increased costs and wages, forced upon 
him after he had signed fixed contracts for deliveries 
that he was honor-bound to complete. And he is sitting 
there knowing to the very hour, day and month when he 
will be broke. The inevitable consequences of higher 
costs and an immovable contract price have brought 
this situation about. That’s a terribly tragic thing in 
a business that has every outward symbol of being 
active, alert and efficient. 

We're not asking you to shed tears over the situa- 
tion, particularly when the public seems to be coming 
your way; but there are certain things to remember. 
Machinery is being set in motion to regulate, control 
and reduce consumer purchasing power. Secretary 


Morgenthau said the other day: 


“It will help to mobilize resources for defense by reducing the 
amount of money. that the public can spend for comparatively 
less important things; and it is designed to prevent a general 
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rise in prices by keeping the total volume of monetary purchas- 
ing power from outrunning production.” 


Nobody wants inflation, least of all the shoe trade and 
“leastest” of all the retail shoe merchant. He remembers, 
if he is over forty, the inventory panic of 1920 when, 
overnight, all merchandise dropped 20 per cent in value 
and before the year was out, much of it was 50 per cent 
off and a change in style made it, in some cases, (like 
women’s high boots) 100 per cent off. Business men 
in shoes want to live and continue to run their business. 
So the natural caution that comes with experience is— 
keep price rises in check. ; 

So far the dime and quarter rises contemplated for 
early Fall are in themselves less than actual cost rises 
because they are compensated for by expected volume. 

A business, to live, must have some profit or life blood 
injected annually. It is a necessary transfusion to help 
capital and enterprise live. Too much of this money- 
fluid produces profiteering and eventually bloating of 
inventory and horrible death to the business. Everyone 
wants to safeguard against that; but live we must. War 
or no war, shoes must go on. They are necessary to the 
public. 

Little struggling businesses (and they are in the vast 
majority) run pretty close to the danger line anyway. 
If there are artificial do’s and don’ts placed upon these 
little businesses, they can’t weather the storm. It’s hard 
enough to fight competition but it’s impossible to fight 
“the unknown.” 


Big businesses have a way of cushioning shocks. They 


- have certain financial protections, but even big business 


fears runaway prices because when they bloat, they blow 
up with a tremendous bang. 

So here’s a caution, and it comes out of a wealth of 
observation of the last debacle. If your shoes cost you 
10c. more, don’t push them up to the next 50c. price 
level and if they cost you 30c. more, don’t put a retail 
mark-on of $1.00 more. That’s sure suicide, particularly 
in view of today’s public’s enlightenment as to retail 
economics. We are fortunate, in shoes, in having a 
commodity that can be built at all prices—because foot 
coverings start at 69c. . . . the top is what you make it. 

The thing to do is to give the public what it wants 
when it wants it, without materially disturbing the pub- 
lic mind. Let’s walk into this new value situation fairly 
and honestly. 





BOOT 
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California, where sportswear is 
worn the year round, is the recog- 
nized sports style center. Play- 
tano Originals designed, created 
and manufactured right in this 
atmosphere carry an appeal that 
is overwhelming. Women are 
quick to sense the smartness and 
Coronado “in style” qualities of Play-tano 
Style No. P34 Originals. Boxed in the new 
peat peer California-at-Play package. They 
M widths, May retail from $5.00 to $6.85. 
Isth. $2.85. Fast movers. They are business 
builders. 


Elsinore 


Style No. P31 


_ 


Rooms 900-902 
Hotel Commodore — New York 
May 11-12-13-14 


Room 626 
“ St. Francis Hotel — 
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J. C. Fedler, president of 
the Boston Shoe Co., is 
seated at desk; his son, 
J. C., Ul, stands, and the 
other son, Hubert, is 
seated at right. 


THE Boston Shoe Company in Louisville, Ky., is truly 
a father and son organization. It was established in 
1892 by the late J. C. Fedler, Sr., who remained actively 
interested in the business until a year or two prior to 
his death in 1938. His son, J. C. Fedler, was associated 
in the business with him in various capacities in his 
early years, later as assistant general manager, and fin- 
ally as president and general manager. 

Mr. Fedler’s two sons have been in the business with 
him since they finished school. J. C. III takes care of 
advertising and display, assists with the buying and 
looks after the women’s shoe department as assistant 
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Another Generation Helps to 
Continue the Fine Traditions 
That Have Made These En- 
terprises Prosperous, Success- 
fal and Honored in Their 


Various Communities. 


general manager. Hubert is in charge of the orthopedic 
and foot appliance department. 

Mr. Fedler says: “The Boston has been fortunate in 
having the Boot anp SHOE RECORDER since its organ- 
ization, and it is read from cover to cover by everyone 
in the store. To be candid, we feel we would be lost 
without it, as it is the source of valuable information 
and news for us.” 


THE store which is now serving the fourth generation 
of Louisville citizens, will celebrate its fiftieth anniversa- 
ry next year. 
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GOOD SHOES 
MAKE A GOOD MAN 
-BETTER 






N O one will quarrel with the statement that 
Roblee has turned out to be one of the greatest 





successes in the shoe business. The reason we 





have come along so well is that in Roblee we 


have given men more quality, style and features 





than they ever had for their shoe money, and we 





have advertised courageously. That is proving to 





be a pretty fine foundation for the period we're 





in right now. Expanding business as the result 





of defense spending has put men in a grading-up 





mood and is giving them the money to do it. 






Roblee retailers are in a fine spot to sell a lot of 






shoes to these men who have been getting along 











on less and wanting more. 


SHOEMAN + ST. LOUTS 











UNITED MEN’S DIVISION, BROWN SHOE COMPANY 
Manufacturers, ST. LOUIS, MO, 


< 
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A Boot and Shoe Recorder Department 


okey PELE “ = 


Ladies Night 

A Georgia men’s shoe retailer, re- 
ports that he racked his brain last 
year at about this time to figure out 
some way to encourage women to 
come into his store and buy gifts— 
shoes, slippers, sandals, sox, ete.—for 
their husbands and fathers for 
Father’s Day (this year, June 15). At 
last he came up with a brain storm, 
all brought out by the fact that women 
don’t particularly like to come into a 
men’s store to buy gifts—they’d much 
rather go to a department store. So 
he decided to turn his store over to 
the ladies exclusively on one night a 
week for two weeks preceding 
Father’s Day 

He advertised the event in the news- 
papers and announced that no men 
customers would be allowed in the 
store during the two Ladies’ Nights. 
He also enlisted the aid of his wife 
and his salesmen’s wives to lend 
feminine atmosphere to the event and 
assistance to the women customers. 


The following letter was sent out to 
the mailing list of the store. The list 
only contained men but the store 
added a Mrs. in the hopes that most 
of them were married: 


Dear Madam: 

Most women don’t like to trade in 
men’s stores. Yet there is no better place 
for you to buy a practical gift for your 
husband or father for Father’s Day. 

Therefore, Wednesday night and the 
following Wednesday night, from 6 to 9 

o’clock, we are turning our store over to 

the ladies. No men will be permitted in 
the store except those who are here to 
serve you. 

In addition to our regular salesmen, 
there will be a staff of women trained to 
help perplexed women get the right thing 
for the right person and get it wrapped 
and packed the way it should be. 

Buying your men’s gifts here is a plea- 
sure, we know what men want. We'd 
delighted to make’ suggestions—whether 
you buy or not. 


A Direct Line May Not Be Best 
for Business 


We've all heard the old saying that 
the shortest line is the best, but it 
may not be true if it hurries people 
through your shoe departments before 
they get a chance to see the shoes on 
display. Break up their course is a 
good rule, with all kinds of obstruc- 
tions—tables, display counters, mod- 
els, chairs, etc. We know of one de- 
partment store that interrupts the flow 
of traffic from one escalator exit to the 
entrance of the next by making the 
people walk almost all the way around 
the second floor shoe department. 


* * * 
The Customer Wants to Know 


Here’s an interesting, instructive 
and selling display idea recently seen 
in the window of a Brooklyn ortho- 
pedic shoe store. A large chart on the 
wall illustrated the various last pat- 
terns carried in stock by the store. A 
red ribbon leads from each sketch to 
the proper shoe in the display that 
has been built over that last. Not a 
bad way to educate the public as to 
the complete fitting job that you can 
do in your store. 


 Neiorte - 


“finds the ‘in between’ in heels” 











And finds the ‘tops’ 
humor. 


by JOHN F. W. ANDERSON 


Golf Season 


The golf season is once again in 
full swing with extra sales possibil- 
ities in golf shoes, sox, balls, etc. 

And don’t forget the idea of a golf 
shoe window with shoes displayed on 
an artificial green grass flooring with 
golf balls, pin flags, balls, golf bags 
for window dressing. 

One of the best we have seen shows 
a four foot high model of a golfer 
mounted on a revolving pedestal with 
a sign in the background: “No golfer 
ever won a tournament who had to 
worry about his feet.” 

= * * 


Repair Department Pulls Sales 


A leading Chicago department store 
installed a shoe repair section next to 
their regular shoe department some 
time ago as an additional service to 
their customers. 

The repair shop has proven a prof- 
itable investment not only in the re- 
pair of shoes but, strange to relate, for 
the promotion of the sale of’ new 
shoes. 

When a customer comes in with a 
pair of shoes that really need a “gen- 
eral overhauling” the repair clerk env- 
merates to the shopper how much the 
extensive repairs will cost and sug- 
gests that it might be cheaper in the 
long run for the customer to buy a 
new pair of shoes. (P.S.—The repair 
clerk gets a commission on each pair 
of new shoes that he indirectly sells.) 

* -_ * 
They’ll Buy the Complete 
Rig This Year 

Shoe buyer O. W. Yates of the 
men’s store of Yates & Hagan in Han- 
nibal, Missouri, tells us of the very 
successful promotion of sports shoes 
that have developed this Spring. The 
plan consists of a coordination of 
sports shoe sales with sport coats. 

Mr. Yates and the buyer of the 
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BEST IDEA OF THE WEEK 


TWO LINES, MORE SIZES = 


A PROFITABLE BUSINESS 


(Goodman’s Men’s Store, Santa Fe, New Mexico) 


Mr. M. L. Goodman—“Our experience has been that 
the specialty shop operator, whose space limitations 
make it necessary for him to confine his shoe depart- 
ment to a small area, must concentrate on one or 
two lines of shoes to get maximum results.” 

O. P. Ideator—“Which is as much as saying that 
the fisherman will catch more fish with a lot of hooks 
on two lines, than he will with few hooks on a lot of 
lines.” 

Mr. Goodman—“As you will notice, we operate a 
complete men’s shop, taking in clothing and all types 
of furnishings, including shoes. Formerly, we carried 
several nationally known lines of shoes, but when busi- 
ness failed to build up to estimated expectations, we 
decided to revise our merchandising plan and con- 
centrate on just two lines, carrying exceptionally com- 
plete stocks of each and promoting them through con- 
stant advertising and effort to keep them before the 
public eye.” 

O. P. Ideator—“And what has been as result of the 
changeover in merchandising policy?” 


business has increased 150 per cent. 

“The specialty shop with a small shoe department 
simply can’t carry half a dozen lines with sufficient 
sizes and widths to do any of them justice. Even in 
their windows, there is not enough space to display 
several lines in a fashion for effective promotion. But 
when you limit your stock to a couple of good, well 
styled, completely sized lines and push these shoes 
in every possible way, including manufacturer’s win- 
dow setups, newspaper advertising, radio, etc., a re- 
tailer can establish his store as the buying headquar- 
ters in his town for those two lines of merchandise. 
That’s when floor traffic begins to pick up. 

“In the old days, practically the only shoe business 
we did was from customers who came in to buy 
clothing and furnishings and listened to a suggestion 
to look at our shoes. Today, we have a number of 
people who come in especially to buy shees—people 
who also remain to buy other merchandise.” 

O. P. Ideator—‘Which is as much as saying that 
no store can satisfy all customers in regard to price 
and style so why not concentrate on properly fitting 


Mr. Goodman—“All I need to say is that our shoe 


those that you do. Many thanks!” 











clothing department carefully went 
over the Spring sport coats in stock 
and picked out one sports shoe to 
match each—44 pair in all. 

The matching pairs of sports shoes 
were set aside in a special space in 
the shoe department. When a cus- 
tomer comes into the clothing depart- 
ment, he is mystified to find a pair of 
leather laces knotted around one of 
the buttons of each sport coat that 
he tries on. At this point, the sales- 
man goes to the shoe department and 
returns with the pair of shoes that 
match the particular pair of laces and 
explains to the customer that the laces 
indicate precisely the right pair of 
shoes to be worn with the jacket. The 
salesman matches the shoes up with 
the sport coat before the mirror and 
hardly needs to suggest the sale. 

Does it work? Well, Mr. Wates re- 
ports that they sold 50 extra pairs of 
sports shoes in no time at all, “be- 
cause pre-selection of harmonized 
types guaranteed our results in‘ ad- 
vance.” 

- * * 

“A flash of white—a dash of color 

in Summer. footwear fashions.” 


(Gano-Downs, Denver) © 


Shoe of the Month Club 


We've all heard and read about the 
suecess of the book of the month 
‘lubs in increasing the sale of books. 
Possibly the idea has possibilities for 


the retail shoe store. As for example, 
an ad or a window display once a 
month on your idea of the outstanding 
shoe style of the month. 

And why not a dividend to the cus- 
tomer who buys so many shoes in 
your store per year. The number of 
pairs that a customer would have to 
buy to get a dividend of a pair of 
shoes or a discount on a pair of shoes 
would have to be worked out accord- 
ing to the individual retailer’s particu- 
lar business. The great advantage in 
the idea would be that it would en- 
courage your customers to buy all 
their shoes in your store rather than 
shopping around the whole commun- 


ity. 


* * # 


Special-For-The-W eek 


We've all seen the huge bright col- 
ored circulars that grocery stores use 
to advertise their weekly specials. 

Why couldn’t the idea be used by 
shoe stores to advertise special priced 
odds and ends that the store is try- 
ing to get rid of. A sketch of each 
style plus a listing of the incomplete 
sizes offered in that particular model 
plus the special price. The circulars 
could be placed on a table at the front 
of the store, sent out to mailing lists 
and possibly hung on a hook outside 
for the shoppers to take home with 
them. With these weekly leaders 
there would be fewer headaches dur- 
ing end-of-season clearances. 


OPI’s at Random 


A tube of amber light along the top 
of the stock shelves—in fact the only 
illumination of the store. 

Use of plastic glass window fixtures 
and furniture with chromium pede- 
stals to match. 

Picture frame window—bright col- 
ored paper used to mask off a large 
part of the glass—catches the eye, 
concentrates the interest. 

Use of a circular cut out in the 
shape of a man’s shoe as a promo- 
tional mailing piece—the customer 
can’t overlook this one in the morning 
mail. 

oa o * 
“Made 
Scene” 


To Dominate The American 


(LaMode, Dallas) 
* . 


* 
It Sells Shoes, Too! 


The manager of a Midwestern shoe 
department reports that he set up a 
dart game at one side of the entrance 
of his shop more or less for the fun 
of it right after news reels showed 
Wendell Wilkie playing darts in a 
London pub and it proved an excel- 
lent shoes sales promoter. Acquain- 
tances saw the board, tried their hand 
at the game, and many bought shoes. 
Not only that, but a number wanted 
to get a board and set of darts for 
themselves, and the business was set 
up as a profitable side line. (It's a 
strange shoe wor]d we're in! ) 
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, * Starting with the 
BOSTON SHOE FAIR ISSUE 


flee Towa? 


MORE PICTURES x LARGER SIZE x NEW FEATURES 


For You, The Reader: 


A more vital, more readable Recorder, in a fresh, new 
1941 dress, with better typography and larger page 
size for easier reading, and bringing you more Pictures 
of your Business, its Fashion, its Sales Promotion, and 
its Economics, And New Features... Better news cover- 
age, with particular emphasis on Washington and the 
increasingly important role it is playing in your 
business as a retail merchant. 


For You, The Advertiser: 


A more attractive medium for your Advertising Page. 
... Larger size, permitting a bleed page of 8% x 1158 
(after trim), and more white margin on your standard 
7 x 10 page. A timely change, to get your Fall adver- 
tising off flying to a profitable start, keyed to a great 
buying event, The Boston Shoe Fair, Hotels Statler and 
Parker House, June 2, 3, 4, 5. 


important, To Advertisers: 


Your Recorder representative will advise you of 


And on May 3ist... other mechanical changes. 


An equally outstanding 
issue featuring the Mid- 
west Shoe Fair, Hotel 


gala ite Pay wt 


The GREAT NATIONAL SHOE WEEKLY 


A CHILTON O PUBLICATION 
100 East 42nd Street New York, N. Y. 
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the ceiling-to-floor drapes 
add to general attractive 
atmosphere of store. 


Luxurious Salon-Type 
Opened in Charlotte 


Al Goodman’s in Charlotte, N. C., Is One of 
the Most Modern and Luxurious Stores of Its 
Type in the State. Concealed Stock and Strik- 
ing Front Are Features Which Make It Out- 
standing among Stores Selling Style Shoes. 


@NE of the most modern and most beautiful shoe 
stores of the South was opened recently at 204 North 
Tryon Street, Charlotte, N. C. The store is Al Good- 
man’s. Mr. Goodman has been well-known to residents 
of Charlotte for many years, since he owned and man- 
aged the shoe department in the Lucielle Shop there. 
He has been identified with the shoe business for 25 
years, ten of which were spent in Charlotte. This new 
store, he explained, will in no way affect the operation 
of the Lucielle department. 

The store front is startling to most people, accus- 
tomed to the conventional two-windows-and-a-door 
scheme. There are no show windows, but the front is 
made up of six all-glass protruding display cases. An- 
other of these cases acts as a central island display. 
The doors are of Herculite—transparent plastic—with 
aluminum handles. The effect of the front taken as a 
whole is that it is made entirely of glass. Floor entrances 
are of blond terrazzo. 

The interior is arranged to resemble a luxurious 
salon, rather than the usual shoe store interior. Rose 


Another view of the store, showing the 
“porthole” displays to the left of the en 
trance. 


colored drapes reach from floor to ceiling and alternate 
with full length mirrors along the walls. The floor is 
carpeted in blue. Furniture is grey, taupe, cocoa and 
blue. The ceiling is of pale blue and is provided with 
chromium indirect lighting fixtures. All shoe stocks 
are concealed, with “porthole” displays of shoes at 
intervals along the walls. There are displays of hosiery, 
bags and costume jewelry at the entrance of the store. 
The store is air-conditioned the year round. 

One of the interesting slants to shopping at Good- 
man’s is the fact that many of the shoes sold in the 
store are of Mr. Goodman’s own design. Quality shoes 
in well-known brands for women and children are 
carried. 
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Rock Maple Last Blocks from carefully 
selected quarter-sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


After the turning operation the last sur- 
face is rough with heel and toe unfin- 
ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 
STYLE and FIT. The precision with which our lasts are 
graded has earned for us the reputation of making 


the best-fitting lasts in all sizes and widths ever pro- 


duced in the history of the industry. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Hollywood Builds a Shoe Store 


[CONTINUED FROM PAGE 19] 


fer at one point from his slipper 
counter and take over the fitting of 
an evil-tempered little girl of twelve 
years. She was to fight him, fight her 
guardian, kick her shoes off, fling 
shoes at Coburn’s head and otherwise 
make it difficult for him to get a new 
shoe on her. This scene was played 
with Eileen Brewer, a newcomer to the 
ranks of child actresses, and she made 
the most of the frantic scene. 

Unsung when the picture is re- 
leased will be the men to whose desks 
came a studio order: “Find and hire 
for sixteen day period 5,000 pairs as- 
sorted men’s, women’s and children’s 
shoes of all types in price groups re- 
tail from $2.99 (on sales) to $8.96 
regular value. Must have white, white 
and black sports, boot both riding and 
hunting, beachwear, street shoes, eve- 
ning shoes, all types house slippers 
including reversed sheepskin with wool 
side inside.” 

To describe how studio agents go out 
into the shoe trade of Los Angeles and 
arrange to hire 5000 pairs of assorted 
types of footwear, signing guarantees 
that not one shoe will be damaged, 
scratched, bent or torn, is not the 
place here. But consider that when 
trucks rolled into the big RKO lot 
with 5000 pairs of shoes, there began 


the work of putting them. pair by pair 
into 5000 boxes made especially for 
them. These boxes were regulation 
shoe boxes, onthe front of which were 
store and size labels carrying the name 
of the store in “The Devil and Miss 
Jones’”—Neeley’s—and size marks. 

When that was done, another crew 
took over and arranged the boxes or 
shelves, after which set dressers went 
to work. Set dressers do the work of 
making a set both attractive and 
factual. In the case of the shoe de- 
partment in “The Devil and Miss 
Jones” they had to dress shoe cases, 
pillar-displays, resort displays and 
slipper displays. They combined house 
slippers, evening slippers and some re- 
sort styles with fine silk stockings in 
the show cases. Around pillars they 
made displays of walking shoes. They 
turned the slipper counter into a dis- 
play so attractive that even the actors 
suddenly began to think in terms of 
buying new house slippers for them- 
selves. Across the tops of the high 
shelves the boots were arranged: ski 
boots, riding boots, hunting boots, each 
with its own section. 

The fixtures were blond maple, with 
curved-back chairs and. deep green 
leather upholstery. The fitting stools 
matched the customer chairs, and an 


olive green carpet covering the entire 
floor blended in with these fixtures. 
The newest and smartest plastic shoe 
and leg forms were arranged to show 
the shoes and stockings. And to com. 
plete the. department, there was a 
matching blond maple desk for the 
section manager, equipped with order 
pads, telephone, card index and “re- 
turn” slips. There was even a section 
manager—Edmund Gwenn—with dark 
suit and flower in buttonhole. 

To the average worker in a retail 
shoe store, this may seem a fearful 
tempest. But it must be remembered 
that a similar tempest would occur if 
salespersons suddenly were called to 
act in pictures. Film players, to be 
credible and accepted, must be ac- 
curate when performing a_ topical 
theme. One slip, a minute piece of 
amateurism, would have made an im- 
portant scene incredible and therefore 
funny. And funny in the wrong sense. 
The right kinds of shoes had to be 
found. they had to be displayed prop- 
erly, they had to be fetched from their 
shelves in a_ professional manner, 
taken from their boxes properly, fitted 
as though the actor had sold shoes all 
his life. Nowhere could it be per- 
mitted for even one player to seem to 
be an actor pretending to sell shoes. 

When you see “The Devil and Miss 
Jones” you ‘will see the shoe depart- 
ment of a big New York store—ac- 
curately performed. 





Kewn 


COUPON BRINGS 


ILLUSTRATED BOOKLET ON NEW STORE 


201 STORE FRONTS 


FRONTS 


—ASK THE MANAGER 
ABOUT STORE FROKT 
RESULTS 


M. Bloom, manager, Bloom’s, 
San Jose, California, says: 


“In the retail business a good 
looking store front is like handling 
good merchandise which is bound 
to bring success. Therefore, we 
have selected Kawneer Store 
Fronts for our several stores. The 
newest is considered by the pub- 
lic as one of the most outstanding 
fronts in this state.’’ What is the 


The K Company, Niles, Michig 





| Please send free copy of your new illustrated store front booklet. 


ADDRESS 





cae 


B.5 public’s opinion of your store 


front? Get all the facts. Send for 
free illustrated Kawneer booklet. 
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Successful Juvenile Section Stimulates 
Women’s Business 


[CONTINUED FROM PAGE 21] 


ccuired the habit of checking their 

‘idren’s fit, when they are in the 

re. All salespersons are instructed 

emphasize periodic check-ups re- 
gardless of whether or not the mother 
is interested in buying shoes at the 
time. In this way, the department has 
built a large following of women who 
bring their children in just to check up 
and see whether or not the child is 
outgrowing his shoes. This depart- 
ment emphasizes the fact that shoes 
may be outgrown before they are 
worn out. 

At Barnard’s no one is allowed to 
fit children’s shoes unless he is quali- 
fied both for proper fitting and for 
selling quality shoes. Quality is em- 
phasized not only from the angle of 
length of wear, but also for details of 
workmanship, smoothness of construc- 
tion—all for the definite purpose of 
emphasizing the details that make for 
a well-constructed piece of merchan- 
dise. 

Proper fitting and details of quality 
shoe construction are continually em- 
phasized in regular meetings con- 
ducted by Mr. Thomas. At these in- 
formal meetings, everyone brings up 
problems, and discussions are free and 
spontaneous. Meetings are held not 
only to discuss merchandise and fit- 
ting but also to keep employees in- 


formed of department policies and the 
broad, general methods of operation. 

From time to time a factory repre- 
sentative comes to the department and 
spends several days with the sales- 
persons, explaining new developments 
in shoe construction, or in pattern de- 
sign, or change of lasts. He also de- 
votes part of his contact time to in- 
spirational work, and meets any cus- 
tomers who may have special fitting 
problems. 

And for the youngsters, there is 
some pleasant surprise—a bag of mar- 
bles, a puzzle, game, pad and pencil, 
or jumbo pencil. These inexpensive 
gifts turn the shopping trip into a 
pleasure for the youngster. He takes 
the gift home and tells his playmates, 
which gives Barnard’s some valuable 
publicity. 

The result of these methods has 


been that the department has grown — 


steadily for the past seven years, and 
the women’s department is now reap- 
ing the benefit of the constructive 
work that has been done with” the 
children’s department. Apparently, 
mothers are impressed with Barnard’s 
fitting methods and quality merchan- 
dise, and, too, it is convenient for 
mother to get her shoes while the 
youngster is being fitted. 





Bet Your Boots on Romance 


[CONTINUED FROM PAGE 23] 


“WARDS,” great names in cowboy 
boots, were spelled with rope, and 
shadowed with the mark of a hot iron 
on the wood. The famous cattle brands 
of the West were burnt into the knotty 
pine. 

Then the boots were displayed, along 
with all the western cowboy fixings 
such as ten-gallon hats, silver-studded 
belts, gabardine shirts, and peg-leg 
riding breeches. The public responded. 

Hundreds and hundreds of customers 
stopped and looked each day; an in- 
creasing percentage of “lookers” became 
customers. Sales doubled. They did 
much better than double on many days, 
and in less than one week profits from 
boot sales had more than paid for the 
materials and labor of “building Ro- 
mance around the boot counter.” 

Ward’s Denver store naturally sells 
more Western boots than a store in 
Chicago or New York, but there are re- 
liable indications that the sale of west- 
ern boots and other “cowboy attire” is 
spreading eastward. For instance, the 
page “cowboy” ad recently run by Mar- 
shall Fields in Chicago. And why not 
ride the bridle path in Chicago’s Lin- 
con Park in a pair of comfortable, 


practical, colorful western high heels? 
It appeals to the eternal boy in every 
man... this playing Tom Mix without 
feeling foolish about it . . . “since West- 
ern boots are bezoming the fashion.” 

Ward’s Denver store features the 
“MW” brand boot, Ward’s own, but 
also carries the Justin and Kirkendall 
lines. The best boot stocked retails for 
$35. The most popular price range is 
between $15 and $25. Interestingly 
enough, since the installation of all the 
cowboy atmosphere, the trend has been 
not only toward more boot sales, but 
toward the sale of higher priced boots. 

The final point is—“It pays to Say 
It With Romance” whether it’s cigar- 
ettes, western boots or evening slippers. 
As a constant reminder of this sure 
way to profits, watch the work of the 
smartest big national advertisers. Re- 
member the pretty girl on the cigarette 
billboard . . . the palm trees and grass 
skirts on the “Join the Navy” posters 
. .. and the cool green mint leaves that 
grow by the old rustic well in the mod- 
ern chewing-gum ads. 

Yes, you can bet your boots on the 
substantial profit of “Saying It With 
Romance.” 


[35] 











ATTENTION 


RETAIL SHOE 
SALESMEN 


Are you energetic and enthu- 
siastic and willing to work 
hard? Do you know how to 
get along with customers? 


These are essential qualifica- 
tions that contribute in a 
large measure to the success 
enjoyed by Health Spot Shoe 
Shop operators everywhere. 


You do not have to make an 
investment of any kind. You 
share liberally in the profits 
of the store, in addition to 
drawing a regular salary. 


EXCLUSIVE 
HEALTH SPOT SHOE SHOP 


You receive latest data on 
selling routine, window dis- 
play, budget control and 
monthly operating figures, 
with just the right amount of 
intelligent instruction to help 
you operate successfully. 


Your ability to fit shoes prop- 
erly, combined with the sat- 
isfactory results that Health 
Spot Shoes give, will build 
you a fine following of satis- 
fied customers. As the store’s 
volume increases, profits go 
up and so does your income. 


If you can furnish satisfac- 
tory references as to charac- 
ter and past employment, 
send for an application blank 
today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, “ILLINOIS 
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She Knows The Answer . . . cy) 
to Foot Health and Comfort & VU Z 


THIS FALL 


Has A wen $.Q. 


(STYLE QUOTIENT) 


BECAUSE brighter girls want brighter shoes, we've 
Stepped Up The Style Factor In The Famous Pollyanna 
Formula. They have the added swank that ‘teen age and 
college girls demand. With Pollyanna you'll sell them all, 
from tiny tot to dancing coed. You've known Pollyanna for 
years, their fine materials, workmanship and marvelous fit- 
ting qualities. Now, with this added smartness, new pro- 
motional ideas, better national advertising, and the usual Fie 


smooth-functioning In-stock Service, Pollyanna can make vanced 
fundan 


this your biggest and most profitable Fall. See Pollyanna's yes 
added smartness at the OPENINGS, MAY 11-14, at New ering i 
York Office, MARBRIDGE BUILDING, 47 W. 34th St, Bf i? 

Rooms 612-614. Associs 
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THIS WEEK IN THE 


SHOE TRADE 


DUNE WS 


Saturday, May 3, 1941 


National News 





Sees Shift in Price Brackets 





New England Shoe and Leather Association Analysis Points to 
Inevitable Increase in Women’s Shoes, Due to 
Rising Costs, or Lower Quality Standards 


Boston—“The costs of manufactur- 
ing women’s novelty shoes have ad- 
vanced so materially as to require a 
fundamental shift in the long establish- 
ed fixed price brackets, or a marked low- 
ering in quality standards,” according 
to Maxwell Field, executive secretary 
of the New England Shoe and Leather 
Association, who has just completed an 
analysis of the cost-price factors con- 
trolling the manufacture and sale of 
women’s shoes in the volume grades of 
$2, $3 and $4. “The results of this 
factual survey indicate conclusively 
that the actual manufacturing costs of 
such shoes have increased approximate- 
ly 10 cents a pair for the $2 shoes, 15- 
18 cents for the $3 and 20-25 cents for 
the $4 retailer,” asserted Mr. Field. He 
went on to say: 

“A check of actual market quotations 
of hides and leathers revealed that the 
price of light native cowhides, which 
are quoted to-day at 14% cents and on 
a summer basis represents a value of 
16 cents, has advanced 64 per cent from 
August, 1940, and 6.5 per cent from the 
same month a year ago. 

“Leather prices for a women’s shoe 
retailing at $2 have increased as _fol- 
lows: Colored suede kid up 17 per cent 
trom April 1940, 21 cents a foot to-day 
as compared with 18 cents a year ago. 
White kid-leathers are up a cent a foot 
or 8 per cent. Gabardine is up 11 per 
cent. Finally, leather soles are up 2 
cents a pair, or 15 per cent from last 
April, and 40 per cent from last 
August! 

“Manufacturers of women’s novelty 
$3 shoes must pay 6 cents a foot more 
for calf leather than last August, an 
increase of 25 per cent and 8 cents more 


than last April, or up 11 per cent. 
Black and brown suede kid prices are 
quoted at 25-26 cents to-day, up 14 per 
cent from April, 1940. Gabardine prices 
are up 19 per cent. Sole leather is up 
21 per cent, from 15 to 17 cents a pair. 

“Leather prices for the women’s $4 
retailer are up to-day as compared with 
a year ago: 10 per cent on colored calf; 
11 per cent on colored suede kid; 20 
per cent on gabardine and 12 per cent 
on leather soles. 

“When one realizes that upper leather 
and soles alone represent more than 50 
per cent of the factory value of wo- 
men’s shoes,” Mr. Field pointed out, 
“there can be no question that either 
higher retail prices are necessary for 
Fall or the quality of the shoes will 
have to be greatly cheapened—and this 
is virtually impossible now for the $2 
shoe. In addition to these increases in 
upper and sole leathers, there have 
been substantial increases in virtually 
all other materials and findings used in 
the manufacture of shoes. For example, 
innersoles have increased 10 to 15 per 
cent from last year; heels, both wooden 
and rubber, even more; cartons are up 
10 per cent; shanks 5 per cent; wo- 
men’s welting up 22 per cent, etc. Sec- 
ond, other cost factors not listed here 
have also increased. These include high- 
er overhead costs due to smaller volume 
of output resulting from .a 40-hour 
maximum week, increased taxes, etc. 
Labor costs have increased as a result 
of a 35 cent minimum wage and over- 
time payments due to the maximum 
week and as to the future, the question 
of possible general wage increases in 
the industry remains to be settled. 

[TURN TO PAGE 41, PLEASE] 


John M. O’Brien to Sell 
Green Shoe Line 


Boston, Mass.—John M. O’Brien, 
well known sales representative in 
the juvenile shoe field, has been ap- 
pointed by the Green Shoe Manufac- 
turing Company to succeed the late 
Eugene N. Rivers in New York, Penn- 
sylvania and West Virginia. 


JOHN M. O’BRIEN 


Mr. O’Brien is destined to receive a 
warm welcome from his many friends 
in addition to his new accounts in the 
above territory in view of the wide 
popularity he enjoyed throughout these 
three states the past 10 years as a rep- 
resentative of Adams Bros. 

He is now at the factory familiariz- 
ing himself with the Green Shoe Com- 
pany’s line and sales policies. 


Gebert Opens Women’s Store 


EVERETT, WasH.—George W. Geb- 
ert has recently opened his own wo- 
men’s shoe store on Colby Avenue, here. 
Previously, Mr. Gebert operated the 
leased shoe department in Chaffee’s, 
this city. 





HOTTEST STYLE ON a CAMPUS 
W. L. KREIDER’S 


Loe 


No. 318—All White Elk, Un- 
lined, White Nap Sole, 6/8 
Straight Heel. 

No. 317—Same in White Elk, 
No. 56 Tan Domoc Vamp and 
Saddle, Leather Sole, 10/8 
Heel. 

AAA 5-9; AA 4//2-9; A, B.C, 

4-9. $4 to $5 Retail 


RUGGIES Are RIGHT Now! They've bought and worn their 
Norwegian Mocs and their saddles, too. Ruggies are the 
bright new idea to make that extra sale. They're right down 
the line that college girls are thinking and smart merchandisers 
are playing. We prophesy a brilliant Summer for Ruggies, but 
like all good promotions, those who first get on the band wagon 
will make the biggest profits! Write or wire us today your size 
runs. RUGGIES will be at the HOTEL NEW YORKER, ROOM 
822, during the openings, MAY 12-14. 


THE W. L. KREIDER’S SONS MFG. CO., INC. 
PALMYRA, PENNSYLVANIA 
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Visibility a Prime 
Objective 
[CONTINUED FROM PAGE 17] 


ing is used throughout the salon. A 
modern air conditioning system controls 
the temperature all during the year. 
Large illuminated display signs, seen 
for many blocks, cover the front of the 
building giving it the modernistic 
touch. The remodeling of the store has 
been in progress for many weeks. This 
is the third time the store has been 
remodeled in thirty years, and repre- 
sents one of the most attractive shoe 
stores in the state of Indiana. It was 


the first of a chain opened in 1911 and 
has spread over the country. Charles 
H. Feltman and Arthur A. Curme are 
owners of the company. The store is 
managed by William F. Piers. 


Fine Baton Rouge Store 


Long time footwear customers of 
Dalton’s, famous department store in 
Baton Rouge, La., rubbed their eyes 
in appreciation of the glamorous new 
women’s shoe department which Jack 
Rotman, women’s shoe buyer, unveiled 
to the public early this year. As part 
of the $100,000 remodeling which Dal- 
ton’s recently underwent, the women’s 
shoe department symbolizes a new 


merchandising emphasis on fine foot- 
wear which the store will carry out 
henceforth. 

Almost doubled in space the new 
women’s shoe salon is one of the most 
modern of the South—featuring a 
unique combination of color and dis- 
play lighting throughout. Colors in- 
clude powder blue display backgrounds, 
with the same shade in a darker hue 
in small circular display panels scat- 
tered through the department. Walls 
were done in coral rose with fresh 
blossom pink in cool light shades in 
the ceiling. Contrasted with this is 
the color scheme of the Crescent 
Lounge which has beige leather up- 
holstery in rich prima vera woodwork 
trimmed with blue. Fitting chairs are 
a combination of bleached walnut 
woodwork with coral upholstery and 
are arranged in small groups of six 
or eight back to back. Salesmen’s 
stools are done in the same combina- 
tion and add an extra touch of eye- 
appeal to the department. A number 
of full length mirrors scattered over 
the department make it possible to 
see a full length reflection by stepping 
a few feet to one side or another. 

With the thought that lighting ex- 
ercises a strong influence on the sales 
appeal of new colorful shades of foot- 
wear, Mr. Rotman has developed an 
unusual combination of neon and fluo- 
rescent illumination for the depart- 
ment. As pictured, major lighting in- 
terest is found in twelve-foot sections 
of fluorescent tubing spaced six feet 
apart over the flat blue expanse of the 
ceiling. A series of circular baffles 
allow direct light to illuminate shoes 
on display, yet do not cause eye strain. 
Around the walls, each of which has 
recessed panels for shoe display are 
inset neon tubes of rose and blue— 
these providing a soft “color wall” en- 
compassing the fluorescently lit center 
floor. 

Perhaps the most remarked-upon 
furnishing of the new department, ac- 
cording to Mr. Rotman, is the carpet— 
which is divided into alternate strips 
of plain color and geometrically figured 
beige broadloom. This provides a 
marbled floor effect difficult to obtain 
and harmonizes perfectly with the re- 
mainder of the color scheme. For 
Louisiana’s hot summer weather, the 
department has a year around air 
conditioning system. Mr. Rotman ran 
a full page ad to welcome his cus- 
tomers and announced that he will 
henceforth feature fourteen national 
lines of women’s popular footwear. 

A men’s shoe department which in- 
cludes all modern pastel colors and 
lighting arrangement, yet retains that 
“ruggedly masculine” appearance is 
one of the outstanding features at 
Dalton’s. 

According to Jim S. Riley, buyer: 
“We had a problem on our hands in 
laying out the men’s footwear section 
without incurring a ‘sissy’ appearance. 
Although the rest. of the store has a 

[TURN TO PAGE 43, PLEASE] 
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Warren, O., Shoe Merchants Learn 
From John Q. Public 

OV HAT residents think of the service and merchandise 
ffered by their shoe stores, as well as other establish- 
nents, is the fruit of an exhaustive Retail Trade Survey 
ecently completed and released by the Warren, Ohio, 
Retailers Association. Other lines of retail business 
as well as shoes were included in the survey. 

One thousand homes were visited to compile the sur- 
ey, with approximately 60 per cent of the answers sup- 
plied by women, 40 per cent by men, and in a few 
overlapping instances by husband and wife together. 
The homes selected were representative of all income 
-roups, but the largest single group was that of middle- 
income. One-half the inquiries were made in this city 
of 40,000, the other half outside but within the known 
trading area. 

Main points of the survey: 


1) 71 per cent do the great bulk of their purchasing in 
Warren. 

2) 79 per cent believe Warren stores offer good shopping. 

3) General agreement that a satisfactory selection of shoes 
is available. (Contrasting is only a 50 per cent vote that wo- 
men’s coats and , and men’s clothing are adequately pre- 
sented.) 

4) 65 per cent believe Warren shoe retailers give as good 
service as is obtainable in other shopping centers. 

5) 37 per cent have been offended at least once by local 


salespeople. 

6) 54 per cent prefer regular shopping days; 21 per cent like 
sales; 25 per cent have no definite preference. 

7) 85 per cent read Warren newspapers. .97 per cent (also) 
read Cleveland, Youngstown, and Pittsburgh papers. Almost 
half the group subscribe to one or more of three papers, one 
morning and two evening. 

8) 58 per cent believe parking facilities are satisfactory; 30 
per cent are dissatisfied as to parking. On the subject of park- 
ing meters, 60 per cent are opposed, 27 per cent in favor. 


In its distribution to members of survey findings, the 
Retailers Association emphasizes the shortcomings un- 
covered. 

“While it has been pleasant to learn our strong 
points,” declared Stanley Groves, secretary, “it should 
be of much greater dollars-and-cents value to have dis- 
covered our weaknesses. Warren retailers, as a result 
of this survey, now have a realistic basis on which to 
‘tune up’ their establishments toward perfection.” 


To Increase Factory Capacity 


Raymonp, N. H.—Plans have been made here for the 
construction of an addition to the Burke Bros. shoe fac- 
tory at a cost estimated at $6,000. 

The contract, tentatively awarded to the Robie Con- 
struction Co. of Manchester, calls for a building 50 by 
60 feet, two stories in height, and of wood and cement. 

Firm officials plan to move 30 tons of shoe machin- 
ery from the top floor cutting room of the present plant 
to the first floor of the addition. The present stitching 
room will be extended to include the space vacated by 
the cutting room and the making and finishing room on 
the second floor will be extended to the annex. 

Additional employees will be engaged and daily 
production will be increased. 








Here’s the Shoe of the Mon 


And it’s one of 122 Smart 
Styles in Stock 


Wright Arch Preserver Shoe, Style 508, made the 
headlines by zooming ahead in retail sales during 
the recent heat wave. Its marked popularity 
proves that it’s a “hot” num- 

ber for fast sales. 


In two tones of antiqued calf, this smart model is 
on the Harvard last, and is ventilated to assure the 
comfort of active men. It's the ideal choice for a 
warm weather street shoe for everyday 

business wear. 


A limited number of Wright Arch Preserver Shoe fran- 
chises are available. The smart lines of this shoe, its 
patented features, and the strong advertising support in 





such magazines as Time, 
Fortune, and Esquire, 
make a most attractive 
proposition. Write to 
E. T. Wright & Com- 2. Metatarsal 
Raise 


pany, Dept. BSS, Rock- 3. Flat 
land, Massachusetts. 4 ame es 


WRIGHT 
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Arch Preserver Shoes 


FOR ACTIVE MEN 





Children's Shoes 
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Fast in-Stock Service 
SUPERIOR | PRE-WELIS 


to retail $1.50 te $2.50 
2-6, D; 6%-8, pF A 


21316 " . _ 
White Elk fect sandal for play 


ime. 
SUPERIOR SHOE CO., Mfrs. 
508 S. Peoria St. 
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Cowboy Boots 


OF Or er 





“Standard of the West Since 1879" 


COWBOY BOOTS 


Folks are ‘‘Going 
Western,” and your qual- 
ity trade will demand the 
original Justin Cowboy 
Boots. Put these Justin 
style leaders in your stock 
and watch them sell at a 

nice profit. 

Write for Cata- 

log and prices. 


H. J. JUSTIN & SONS, Inc. 
BOX 548 FORT WORTH, TEXAS 
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TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 


from Coast to 
Coast by lead 
ing merchant; 


ALL POPULAR 
COLORS AND 


COMBINA- 
TIONS IN-STOCK 
SEND 
FOR CATALOG 


SACO-MOC SHOE CORP, "oRTiAno 
Kew York Office—Room 430 Marbridge Bidz. 





A. B. Fletcher to Direct 
International N. Y. Office 


St. Lovuis—The International Shoe 
Company plans to open a New York 
office in the Pennsylvania Building, 225 
West 34th Street, June 1. 


A. B. FLETCHER 


A. B. Fletcher, vice president and 
director of the company, will be in 
charge of this office, which is being 
established primarily to serve the vol- 
ume buying trade. 

While Mr. Fletcher, for the present, 
will live in New York, he will spend 
considerable time at the home office in 
St. Louis, and will continue in general 
supervision of the several specialty 
branches with which he has been con- 
nected. 


Southwest Fall Shoe Show, 
May 25-28 


Fort WortH, Texas—Greatly in- 
creased interest is being manifested in 
the Fall Style Shoe Show to be held 
at the Texas Hotel, here, May 25, 26, 
27, 28, 1941, under the auspices of the 
Southwestern Shoe Travelers’ Associa- 
tion. The shows held the past four 
years were outstanding, well attended 
and profitable to those displaying lines. 

Due to an extensive program of ad- 
vertising a large attendance of out- 
standing buyers and merchants from 
Texas, Oklahoma, Kansas, Missouri, 
Arkansas, Tennessee, Mississippi, 
Louisiana, Colorado, Arizona and New 
Mexico are expected to attend. 

Due to the priority of government 
orders, delivery of shoes for Fall sales 
may be expected to develop more 
slowly than under normal conditions. 
For this reason it is especially essen- 
tial that retail merchants place their 
orders early for their anticipated needs 
and not depend upon possibility of 
large fill-in deliveries later in the Fall 
season. This show being held early in 
the season gives the merchants of the 
Southwest the opportunity to attend 
the show, see all the outstanding lines 
at one time under one roof, enabling 
them to place their Fall orders early 








Whurar are you doing to get 
the parents of those youngsters 
who are growing out of infants’ 
sizes to bring their children into 
‘your juvenile shoe department? 
What is more logical than to of- 
fer them the same make of 
children's shoes they are familiar 
with—the line most widely sold 
in baby shops from coast to 
coast? Mrs. Day's Ideals is the 
“made-to-order” line, with scien- 
tifically-designed, smartly-styled 
flexible walking shoes in the 5 
to 8 sizes that helps you solve 
the problem of customer turn- 
over by attracting new business 
to balance the loss of older chil- 
dren as they graduate to adult 
departments. We'll send a cata- 
log and have a salesman call if 
you say the word. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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and assist the manufacturers in pro- 
viding a better service and better de- 
liveries. 


Buys Men’s Shoes at 
Submarine Base 


Peart Harsor, Hawau—c. T. Car- 
ver has been made buyer of men’s 
shoes at the Ship Service Department, 
Submarine Base, here. A large num- 
ber of sturdy shoes are used here, as 
a result of the activities of the fleet, 
army and air corps, and the marines. 
White shoes are worn the year around, 
and the demand for both naval and 
civilian types is heavy. 
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Sees Shift in Price Brackets 


[CONTINUED FROM PAGE 37] 


“The profits of tanners and shoe 
ianufacturers are so unsatisfactory 
nat it is impossible for them to-day to 
bsorb any further increases in their 
osts and remain in business. 

“Shoe sales always increase with an 
pward trend in national income. Sales 
ast year and to date this year—with 
‘aster shoe sales reported at the high- 
st levels in the history of our industry 
—have exceeded shoe output. Higher 
onsumer incomes (up 15 per cent over 
ast year) assure increased sales of 
shoes during 1941, regardless whether 
shoes are priced higher or prices re- 
main static and the quality is lowered 

commensurate with higher costs. 

“Our government has already ap- 
propriated 32 billions of dollars for its 
defense program, with contracts let in 
the month of March alone amounting to 
$588,000,000! Present prospects for 
1941 are that national income payments 
will equal if not exceed the 1929 peak 
of $82 billions and that wages and 
salaries will break all records.” 

“In conclusion,” pointed out Mr. 
Field, “it should be noted that govern- 
ment officials concerned with holding 
down prices of all commodities have 
publicly stated that moderate increases 
in shoe prices this Fall are to be ex- 
pected because of increased manufac- 
turing costs. All members of the in- 
dustry are now awaiting the decision 
of the country’s leading chain store 
operators as to their pricing policies 
for Fall — slightly higher prices to 
maintain quality standards or poorer 
quality sh~es at the same fixed prices— 
$2, $3 ana $4.” 


“Chain” Department 
Stores Launched 


Cuicaco, ILt.—A new type of sales 
organization under the novel title 
of “Community Department Stores,” 
which will operate on a “cash and 
carry” basis, has been launched by 
Goldblatt Bros., operating a chain of 
ten department stores in Illinois and 
Indiana. This marks an unusual de- 
parture in that it is the first move by 
any large Chicago department store 
into the adjacent cities of the Middle 
West. The first of the community de- 
partment stores will open in Milwau- 
kee, Wis., and will be called Goldblatt 
Bros. Gold Bond Department Stores. 
Other stores have been lined up and 
further locations throughout key cities 
in the Middle West are being investi- 
gated. The new stores will be operated 
on a cash and carry basis, carrying 
assortments of all lines of merchandise 
for the average family. A new and 
modern store building is now under 
construction for the Milwaukee store 
at South 13th Street and Forest Home 
Avenue, with a 55,000-square-foot area 
featuring a main floor, basement and 


baleony. 


* Veriflexible Construction 
* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 
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{FOOT REST FACTS} 


FOOT REST 


SHOE 


Five great magazines are continuously selling your 
customers, Foot Rests make good with the wearer, 
and they repeat. We specialize in one brand, one 
quality. All shoes Cincinnati made; complete stock 
department. Foot Rests are perfect for profit. 


THIS SHOE HAS EVERYTHING! 


* NATIONAL 
ADVERTISING IN 
Vogue - McCall's 

Ladies’ Home Journal 
Good Housekeeping 


The Instructor 














* Four-Spot Comfort 
* Smartest Styles 

* Markup 40% to 44% 
* Welts and Littleways 


* Quick Turnover 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 





Kramer Named May Co. 
Downstairs Buyer 


BALTIMORE, Mp.—Jerry Kramer suc- 
ceeds Henry W. Liff as the shoe buyer 
of the downstairs shoe department of 
the May Company, here. Mr. Liff has 
resigned to become the merchandiser 
of the several shoe departments of 
Kaufman’s, Richmond, Va. Mr. Liff 
was assistant to Norman Marcus in 
the Cleveland May Company store for 
five years before coming to Baltimore, 
and he was with the Baltimore May 
Company for the past three and a half 
years. 

Jerry Kramer has been the assistant 
shoe buyer of the upstairs department 


under Edward Brownsten for a num- 
ber of years. He left the May Com- 
pany for a period of a year to assume 
charge of the men’s shoe department of 
the Wyman store in Baltimore, but 
later returned to the May Company to 
win his present promotion. 

Miss Dorothy Keating, who has also 
been associated with the May shoe de- 
partment for a number of years, has 
been selected to assist Mr. Kramer. 


Back to Work 


Cuicaco, ILL. — Sol Benheim, shoe 
buyer for Wieboldt Department stores, 
has recuperated from a recent illness 
that confined him to the hospital for 
several weeks and is now back at work. 
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Riding Shoes 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 
ALSO 
JODHPUR & FIELD 
BOOTS 
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Named Parker Shoe Manager 


DAVENPORT, Iowa—Paul V. Loudner, 
formerly with the New Utica store in 
Des Moines, has become manager of 
the M. L. Parker,Co., women’s shoe de- 
partment, succeeding Harvey W. Johan- 
sen. / 


‘ 
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Joint Committee on Midwest Fair Publicity 


The National Publicity Committee for the Midwest Shoe Fair is made up of the 


following members. 


Seated, left to right: Guy Spring and Julian Marks, of L. V. 


Marks & Sons. Standing: A. R. Toffler, J. Edwards Co., and Ira Longini, Air- 
Kushin Shoes, Inc., Chairman. 


CINCINNATI, OHI0O—It is well known 
that if you are to have a successful 
convention you must have an energetic 
and hard working publicity committee. 
Working along these lines, the Midwest 
Shoe Fair has made a slight change in 
their committee in charge of this work 


*for 1941 which has facilitated the pub- 


licizing of the Fair. Instead of hav- 
ing one committee handling all of this 
work the committee has been split into 
two sections—one the Local Publicity 
Committee headed by Milton Rubinson, 
of the Schiff Shoe Co., and the other 
the National Publicity Committee whose 
chairman is Ira Longini, of Air-Kushin 
Shoes, Inc. 

The Local Publicity Committee is 
handling all of the work for. Cincinnati 
papers and radio stations. The value 
of this publicity is of course important 
to the entire industry, since they are 
attempting to bring a greater shoe 
consciousness to the general public of 
the Ohio Valley as well as to publicize 
the Midwest Shoe Fair. The National 
Publicity Committee is also working 
along these same lines but they are 
contacting a broader field through na- 
tional magazines and direct mail ef- 
forts. 

They have built up an unusually com- 
plete program for the remainder of the 
time before the Fair is held in June 
which will include trade magazine ad- 
vertising and direct mail advertising to 
a selected group of 7000 shoe retailers 
in the Middle West and South. This 
program will be capped with the annual 
BooT AND SHOE RECORDER Midwest Shoe 
Fair supplement. This supplement in- 
cludes stories and photographs of all 
of the Fair activities as well as adver- 
tisements from many of the exhibiting 
shoe firms. In past years the advertis- 


ing space has been limited to manufac- 
turers in the Ohio Valley. However, 
this year the supplement will be opened 
to all shoe concerns and will give every- 
one an opportunity to acquaint their 
trade with the fact that they are ex- 
hibiting at the Midwest Shoe Fair. 

These committees are more than 
pleased with the results that their ef- 
forts have already brought in, for 
registrations are far ahead of past 
years among both manufacturers and 
retailers and from present figures this 
will be the most successful of the many 
fine Midwest Shoe Fairs. 


Deters to Address 
Capitol District Group - 


ALBANY, N. Y.—John W. Mills, presi- 
dent of Capitol District Shoe Retailers 
Association, has called a meeting for 
May 19 when consideration will be 
given to some of the problems confront- 
ing those in this field. 

Harry Deters, field secretary, of Buf- 
falo, is expected to be present to cut- 
line some of the advantages of mem- 
bership in the New York State Shoe 
Retailers Association. 

Prior to the convention, to be held 
at the Onondaga Hotel, Syracuse, June 
15, 16 and 17, he is visiting a number 
of upstate cities. 


Leather Buyer Resigns 


Batavia, N. Y.—After serving for a 
number of years as leather buyer for 
P. W. Minor & Son, Inc., makers of 
footwear for women, Carl Switzendick 
has resigned because of ill health. He 
will move to California with his family. 
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IN STOCK 


diate 


Capitalizes 


dramatic appeal made 


to millions of boys and girls through 
comic books, newspapers, radio! ... 


® The Superman has captured the imagination of America’s 
boys and girls. Millions of youngsters follow his adventures 
daily. Take advantage of the tremendous sales appeal that 


this feature offers. 


® Made by Moccasin Craftsmen on 
specialized lasts embodying orthopedic 
rubber soles and an arch supporting 
“cookie.” 
Boys’ sizes 1-6 
Misses” sizes 11-3 


ENOBSCOT SHOE CO. 


OLDTOWN, MAINE 





Visibility a Prime 
Objective 
[CONTINUED FROM PAGE 38] 


jewel box appearance. we did not wish 
to follow through on this with the 
men’s shoe department, and con- 
sequently, were forced to do a bit of 
careful planning of our own.” 

The new men’s shoe department 
opens into the men’s furnishing store 
and has bright primary colors replac- 
ing the orchid and pastel blue found 
elsewhere. For fitting, instead of em- 
ploying individual chairs, Mr. Riley 
has built a huge red leather bench 
which curves entirely around one side 
of the department, contrasting effec- 
tively with plain terra-cotta walls. 
Twenty persons may be seated on this 
bench and comfortably fitted. No stock 
appears anywhere in the department, 
except for small prima vera counters 
of the type shown in the picture here- 
with which fit into corners and dis- 
play from three to five pairs of shoes. 
(A part of the bench may be seen re- 
flected in the mirror in this picture.) 
One concession to pastel colors is a 
blossom pink ceiling, which helps to 
set off the red leather found elsewhere. 

A clever innovation which Mr. Riley 
has found masculine customers in- 
variably appreciate is a two-way 
lighting system which operates ac- 
cording to the weather outside the 


store. In the cove ceiling over the de- 
partment, there are fluorescent lights 
for warm days in soft tones of blue, 
providing a cool psychological effect. 
When outside weather is cold and 
blustery, there are warm shades of 
rose switched on — adding to the 
warmth of the customers. This novel 
form of lighting is carried out through- 
out the store. The department is com- 
pletely air conditioned. 

Prior to construction of this new 
shop which resembles a men’s club 
more than a shoe department, Dalton’s 
had no men’s shoe department. Mr. 
Riley expects to build up a consider- 
able shoe volume during 1941 through 
the combination of the new department 
and favorite national lines of foot- 
wear. 


Hirsch Store Ultra Modern 


The present Ben Hirsch shoe store 
in Shamokin, Pa., is the realization of 
a dream. It is modern, beautiful and 
last but not least, it is convenient. 
With a width of 19% feet and a length 
of 94 feet there is plenty of room to 
accommodate both customers and sales- 
force without crowding. By installing 
small neon signs on the wall the cus- 
tomers are directed to the men’s, 
women’s or children’s departments. 
Fluorescent lighting with the white 
lamps gives an “easy on the eye” light 
throughout the store. Ben Hirsch in- 


stalled a hosiery and bag department 
in the store consisting of a part wrap- 
ping counter and display case which 
is 12 feet long. 14 feet of the wall 
contains shelves for bags and hosiery, 
and fluorescent lighted display niches 
conspicuously displays the merchan- 
dise of that department. All women 
are directed to the hosiery counter to 
have their shoes wrapped where a 
purse or hosiery to match is suggested 
there. 

The front of the store is equipped 
with a Herculite Glass door which ad- 
mits plenty of light and gives the in- 
viting effect of an open door. The 
men’s and women’s windows are 18 
feet deep and have plenty of space to 
display merchandise without crowding. 
The front of the women’s window is so 
constructed to prominently feature any 
desired article, visible from three sides. 

Ben Hirsch has been established in 
Shamokin for over thirty years and is 
recognized as one of the outstanding 
business and civic leaders of this com- 
munity. 


Fashion Shop in New Location 


GREENCASTLE, IND.—The Fashion 
Shop has recently moved next door 
from its former location to newer, 
larger, and more modern quarters. The 
store is owned by David Henry of 
Brazil, Ind. 








Innersoles 


elie 


—tr er 
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New Trimfoot Catalog 


A new catalog of Trimfoot Baby 
Deer Pre-School Shoes has been issued. 
The booklet, comprising 14 pages, is 
most attractive, with a cover in full 
color. Baby Deer Soft Soles, Inter- 
mediates and Pre-School Shoes are fea- 
tured. 

Shoes are shown in full color, with 
attractive decorative motifs — rattles, 
blocks, ete., lending a touch of light- 
ness to the pages. An explanation of 
the five point foundation fitting, “cud- 
dle-back” heel and the Sanitizing 
process is an interesting feature. 
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To Form New 
Air Step Sales Division 

St. Lours—Due to the increased in- 
terest of retailers in the Air Step line, 
and the necessity of more closely ser- 
vicing the many outlets already han- 
dling these shoes, Brown Shoe Company 
has announced, effective May 1, the 
formation of a new Air Step Division 
in their sales organization. This divi- 
sion, under the management of Carl G. 
Fliegner, will handle all Air Step busi- 
ness in the larger cities East of the 
Mississippi River. 


CARL G. FLIEGNER 


Mr. Fliegner has selected six well 
known shoe men to represent the Air 
Step line. Each one is a specialist in 
women’s fine shoes, with a thorough 
knowledge of what the retailer needs 
to build up a successful shoe business. 
These representatives are as follows: 

Howard Legg, who was raised in the 
shoe manufacturing business in Pontiac, 
Ill. In his early twenties Mr. Howard 
Legg started selling on the road. For 
some years he represented the Forest 
Park Shoe Division of Brown Shoe Co., 
and for the last six years has been in 
charge of the Chicago Office of Brown 
Shoe Company. He will cover Illinois 
and Wisconsin. 

R. D. (Dud) Cushman, who started 
his shoe experience as a stock boy and 
then turned to selling for a prominent 
eastern manufacturer. Then came ten 
years’ retail experience. For the last 
seven years he has been traveling for 
Moulton Bartley Company of Saint 
Louis. Michigan and Indiana will be 
his territory for Air Step shoes. 

Charles H. (Charley) Phillips, who 
has been associated with the women’s 
shoe business for the past twenty-five 
years selling and designing women’s 
fine shoes. Previous to his connection 
with the Forest Park Division of Brown 
Shoe Company, he travelled for Johan- 
sen Brothers of St. Louis. Charley was 
most recently engaged in styling and 
manufacturing for Brown Shoe Com- 
pany and now will cover the Southeast 
for the Air Step Division. 

George P. Carruth, who is a product 
of New England whose first experience 





¢ * DYEABLE » WHITE « + 
- GENUINE CORDAY - 


“CORDEL” 


B5070—White Corday and Linen—$2.40 
21/8 Louis Heel—S & M Widths 
B5071—As above in 16/8 Cuban—$2.40 
Same in Closed Quarter 
WRITE FOR OUR LATEST CATA- 
LOGUES FEATURING MULTI-COLOR 
CORDAYS — WHITE LEATHER SAN- 
DALS AND EVENING SHOES. 
FULL LINE ON DISPLAY 
HOTEL NEW YORKER—ROOM 721 
FALL SHOE OPENING—May 11-14 


HANNAHSON § 
HAVERHILL, MASS. 

















with the shoe business was as an errand 
boy, then as a salesman for Rice & 
Hutchins, for whom he travelled many 
years. For the last thirteen years he 
has represented Brown Shoe Company 
in the New England States and will 
continue to cover the same territory for 
Air Step. 

Maurice (Maury) Horn, whose early 
experience was with fine Brooklyn 
shoes in manufacturing and selling. 
Then came retail experience and for 
the past thirteen years he has been as- 
sociated with Plaut Butler of Cincin- 
nati where in addition to selling he 
spent a large portion of his time styling 
the line. “Maury” will cover the East- 
ern “main line” territory from New 
York State south to Washington and 
west to Pittsburgh. Mr. Horn’s terri- 
tory includes New York State and a 
salesroom for Air Step is to be opened 
in the Marbridge Building, New York 
City. 

Walter Meyers, who has been in the 
shoe game for many years selling and 
manufacturing women’s fine shoes. He 
was formerly a partner in the firm of 
Croxton, Wood & Company of Phila- 
delphia and more recently travelled for 
C. P. Ford and Newton Elkin Shoe 
Company. Walter has made a study of 
shoe merchandising and his experience 
in this field should prove of great value 
in this new connection. He will travel 
Ohio, West Virginia and Kentucky. 
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Flexible Casuals Featured 














New York—The advertisement above is 
the first of a series which R. H. Macy & 
Company ran during the of 
January, February and March, featuring 
flexible casuals. The company has done 


previous years. 

Laboratory tests have been conducted 
by the store to determine the flexing 
durability of shoes of this construction. 

These shoes feature the Hub Welt 
process and are manufactured by the 
Rochester, N. H., Division of the Hub- 
bard Shoe Company. 





Increase Production Capacity 


HAVERHILL, Mass. — Hannahson’s, 
manufacturers of sandals, has an- 
nounced that it has been necessary to 
increase their productive capacity to 
place themselves in a position to take 
care of additional volume. The firm, 
which handles a large in-stock depart- 
ment, has built up the stock level, since 
from all indications they believe that 
1941 will be one of the biggest white 
years within recent memory. Additional 
machinery and equipment have been in- 
stalled in the eight-story factory in 
Haverhill to care for increased require- 
ments. 

The company will display its new 
Fall line at the Hotel New Yorker, May 
11 to 14, and at the Statler in Boston 
in June. 


Named Shoe Manager 
In Branch Store 


EVANSTON, ILL. — Tom Hartigan is 
now in charge of the shoe department 
in the Evanston branch of Marshall 
Field & Company. He succeeds Harold 
O. Pearson who is now in the Fifth 
Floor shoe salon in the main store in 
Chicago. 


get! 


[45] 


| OATING TRADE / 


Yp SHIFTNG OF TRADE 
FROM STORE TO STOR 
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something every way 
ve had before. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


This sole leather has all the fine qualities you ever dreamed sole leather 
could possess. Men go out of their way to buy shoes bottomed with it and 
have shoes re-soled with it. They are wise enough to see it is more than 
ordinary sole leather, and that it is to their advantage to stand by stores 


selling shoes which feature it. 





(Shoes with Kistler “BENCH BRAND” 
Sole Leather retail at popular prices) 


arsTLER 
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1012 NORTH THIRD STREET, MI.WAUKEE, WISCONSIN 





Friedman Organizes Own 
Wholesale Firm 


Boston, Mass.—D. Friedman, well- 
known salesman in the wholesale trade, 
has organized his own company under 
the name of the D. Friedman Shoe Co., 
and, on May 1, opened an office at 215 
Essex Street, this city, adjoining the 
Hotel Essex. Mr. Friedman will whole- 
sale lines of rubbers and tennis shoes, 
plus men’s and boys’ shoes, specializing 
on job lots. To this work Mr. Fried- 
man brings twenty years of experience 
during which he covered Massachusetts 
and Rhode Island for the Fashion Shoe 


Co., this city, handling similar mer- 
chandise. His new headquarters, con- 
sisting of office, sample room and stor- 
age space, occupy 14,000 square feet. 


Sherman Store Gets 


New Front 


HANNIBAL, Mo.—Sherman’s Shoe 
Store here, managed by D. B. Sherman 
at Broadway and Main Streets, has 
built a beautiful new vitrolite glass 
store front. Colors are black and white, 
with identifying letters which shine 
through the upper glass facade at 
night. 
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Men's, Boys’, Ladies’. 
$1.00 up 
18 Styles 
IN STOCK 
Send for NEW 
Style £0148 Catalogue 


THE ARNOFF SHOE COMPANY, INC. 
101 Duane Street New York, N. Y. 
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Innersoles 





Repeat sale are the life of trade, 
Use Newflex when the shoes are made. 





NEWFLEX PIGSKIN 


Storm Rubbers 
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PARA wounr RUBBER 


IN BRAZIL: GALOCHA MODERNA 
MADE OF THE FINEST PARA RUBBER 





Perspiration-Proof 
Vuleanized In one plece 
Fold to pocket size 
‘Sizes: Small, Medium, 
Large 
Fit one size up and down 
asy to Merchandise 


E 
Immediate Delivery 


$14.25 DOZ. F.O.B. PHILADELPHIA, PA. 
SUBJECT TO DISCOUNT. 
SAMPLE PAIRS POST-PAID $1.35 





U.S. AGENT: A K. MAURO, 1126 WIDENER BLDG. PHILA, PA 








Hildreth Opens - 
Worcester Shop 

WorcesTeR, Mass.—Charles H. Hil- 
dreth, Jr., recently opened Hildreth’s 
Campus Shoes, Ine.,; a retail shop lo- 
cated at 4 Franklin St. The new store 


features men’s shoes at two prices, 
$3.85 and $4.85, and boys’ shoes at $3. 


Ross Opens Family 
Store in Seattle 


SEATTLE, WasH.—Ed Ross, who op- 
erates the Ross Bootery in Grand 
Coulee, Wash., has opened a family 
shoe store on North Broadway, here. 
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Army Awards Contracts for 2,288,750 Pairs 





19 Firms Given Contracts for Shoes in Largest Army Order 
—Average Price Bid Shows Increase of Four Cents 
Over Last Awards . 


Boston, Mass.—As a result of open 
bidding conducted at the local Army 
Base on April 14, nineteen shoe manu- 
facturers have been given contracts to 
manufacture 2,288,750 pairs of army 
service shoes, an increase of fourteen 
per cent over the 2,000,000 pairs called 
for in the bid invitations. Of this total 
quantity, 548,488 pairs (nearly 25 per 
cent) are to be made with corded com- 
position soles, representing the first 
major change in army shoe specifica- 
tions since side leather was substituted 
for calf leather many years ago. 

The average price per pair of the 
leather-soled shoes is $3.353, as com- 
pared with an average price of $3.31 
paid for approximately 1,800,000 pairs 
of service shoes contracted for late last 
February and now in process of manu- 
facture. The average price of the com- 
position-soled shoes—$3.13—is 22 cents 
per pair lower than the average price 
of the leather-soled shoes. In this con- 
nection manufacturers of the former 
type of soles point out that two of the 
companies receiving contracts to make 
the composition-soled shoes are in posi- 
tion to make their own soling material. 

Manufacturers to whom contracts 
have been given to make the 1,740,312 
pairs of leather-soled shoes are: 

J. F. McElwain Co., Nashua, N. H., 
93,750 pairs at $3.12; Endicott-Johnson 
Corporation, Endicott, N. Y., 145,312 
at $3.325; Weyenberg Shoe Mfg. Co., 
Milwaukee, 62,500 at $3.33; Hill Bros. 
Co., Hudson, Mass., 45,000 at $3.33 and 
12,500 at $3.37; Ansin Shoe Mfg. Co., 
Athol, Mass., 45,000 at $3.35 and 80,000 
at $3.39; Charles A. Eaton Co., Brock- 
ton, Mass., 312,500 at $3.355; Crad- 
dock-Terry Shoe Corporation, Lynch- 
burg, Va., 93,750 at $3.36; E. J. Givren 
Shoe Co., Rockland, Mass., 45,000 at 
$3.87; Hanover Shoe Co., Inc., Hanover, 
Pa., 45,000 at $3.87; Moose River Shoe 
Co., Oldtown, Me., 50,000 at $3.375; 
Doyle Shoe Co., Brockton, Mass., 45,000 
at $3.38; Daly Bros. Shoe Co., Inc., 
Boston, Mass., 75,000 at $3.38; Brown 
Shoe Co., Inc., St. Louis, 312,500 at 
$3.38; R. P. Hazzard Shoe Co., Augusta, 
Me., 75,000 at $3.39; Leonard & Bar- 
rows Shoe Co., Middleboro, Mass., 62,- 
500 at $3.39; Hubbard Shoe Co., Inc., 
Rochester, N. H., 90,000 at $3.395; A. 
R. Hyde & Son, Cambridge, Mass., 50,- 
000 at $3.40. 

Manufacturers chosen to make the 
composition-soled shoes are: 

Endicott-Johnson Corporation, 48,438 
at $3.13; International Shoe Co., 375,- 
000 at $3.13; the Allen-Squire Co., 
Spencer, Mass., 125,000 at $3.131, and 
Holland-Racine Shoes, Inc., Holland, 
Mich., 87,500 pairs at $3.171. 

The discrepancy between prices bid 
on composition-soled shoes and the 


prices at which awards were made is 
due to the fact, it is announced, that, 
following the opening of the bids and 
with the consent of the bidders, the 
weight of these composition soles was 
reduced from fourteen to twelve irons. 

For the second time within a few 
weeks, the W. L. Douglas Shoe Co., of 
Brockton, has been given a contract to 
make end size service shoes. The quan- 
tity involved is 4332 pairs—the price 
per pair, $4.50. These are understood 
to be all large sizes, larger than the 
largest now included in the regular size 
tariff of the army. 

G. H. Bass & Co., Wilton, Me., was 
the only bidder April 22 on one lot of 
10,000 pairs of laced leather boots for 
use by units of the regular army as- 
signed to service in Alaska. These 
boots are 14-inches high and are made 
with a double-construction forepart, the 
under part being real moccasin con- 
struction. The same company was given 
the contract to make similar boots 
several weeks ago. The April 22 bid 
of $12.25 shows no price change. 


Five Firms Bid 
For Lace Contracts 


Boston, Mass.—Five manufacturers 
submitted bids on 500,000 pairs of 40- 
inch brown cotton shoe laces at the 
Army Base opening on April 25. Bid- 
ders included the General Shoe Lace 
Co., Louisville, Ky., 250,000 pairs at 
1.62 cents per pair; Hickroy State Mfg. 
Co., Hickory, N. C., 100,000 pairs at 
2.02 cents; Providence Braid Co., Paw- 
tucket, R. I., 72,000 at 2.85; Glencairn 
Mfg. Co., Pawtucket, R. I., 125,000 at 
2.33, 75,000 at 2.47 and 50,000 at 2.61; 
Narrow. Fabric Co., Reading, Pa., 250,- 
000 at 3.92 cents. 

Only one bidder, the Glencairn Mfg. 
Co., made any offer on a second lot of 
300,000 pairs of 90-inch laces, offering 
30,000 pairs at 5.18 cents, 60,000 at 
5.33, and 30,000 at 5.47. 


95 Years of Service 


Monroe, Micu.—F. J. Yaeger’s Sons 
celebrated its 95th anniversary, re- 
cently. An advertisement was run in 
the Monroe Evening News, giving an 
account of the days in which the store 
was established. The store was founded 
in 1846, when Emmanuel Yaeger with 
Mr. Lauer set up a shoemaker’s shop 
where quality boots and shoes were 
made by hand, employing several shoe- 
makers. Fair dealing won for him the 
trade and confidence of the community, 
and for three generations Yaeger’s 
has carried on those traditions. 

The store is located at 14 S. Monroe 
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Street, around the corner from the 
little shop which was the firm’s begin- 
ning. Although the present store is 
modern in appearance and outlook, the 
same neighborly atmosphere has been 
maintained. 


Named Manager of 
Oakland Store 


OAKLAND, CALIF.—Paul Gogol, well 
known in local and Pacific Coast Shoe 
circles, has been appointed manager of 
Allen’s Shoe Store, located at 1325 
Washington Street, according to an 
announcement made by R. R. Goldberg, 
Pacific Coast manager for the chain. 

Since leaving here three years ago 
Mr. Gogol has managed stores in Los 
Angeles and Sacramento. He has had 
over 20 years’ experience in the shoe 
business, the last eight having been 
spent on the Pacific Coast. 


Retailers to Teach 
How to Fit Shoes 


ROCHESTER, N. Y.—Something new 
within the province of shoe retailing 
is envisioned in the fitting school to 
hold its first session at East High 
School Monday evening, May 5, with 
Miss Jean Chestnut in charge. 

Department stores here are enthu- 
siastic about this school, the primary 
purpose of which will be to teach young 
men and women to fit shoes properly 
—and to sell them, of course. 

For the first time young people who 
may be employed in some other of the 
varied lines of a department store will 
be equipped for the more difficult roles 
of fitting shoes as occasion requires. 

They will be doing other work for a 
time perhaps, but in reserve for emer- 
gencies such as the increasing tempo 
of business often brings; perhaps to 
devote full time to shoe fitting later on. 

With extended experience in fitting, 
Miss Chestnut, who has the charm of 
an unusual personality, is believed to 
be an ideal leader for this work. 

At the opening session, to be’ held 
from 7 to 9 p.m., there will be a dis- 
cussion of how to measure feet for 
shoes. Lynn Franklin of Sibley’s base- 
ment shoe department and Buyer Smith 
of Sears, Roebuck & Co., will explain 
sizes and widths, display measuring 
devices and tell how they may be used. 

A motion picture will present demon- 
strations of shoe fitting, and the ex- 
perts will seek to answer any ques- 
tions which may be aroused through 
presentation of the picture. 

When the second session is held— 
on May 12—Leo Schulties, buyer for 
the upstairs shoe department at Mc- 
Curdy & Co., and William Pidgeon, 
widely known shoe retailer, will talk 
about “Lasts.” 

At the May 19 meeting, Dean Darby, 
formerly engaged in last manufactur- 
ing in Rochester, and now with E. W. 
Edwards & Son, and Guy Bogard, base- 
ment shoe buyer at McCurdy’s, will be 
the leaders. 
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TRack mate 


prestige and preference thus built makes Tay- 
lor-Made Shoes easier to sell — sure to repeat. 


$5.00 
to 
$7.50 


that custom character need not be expensive! 
O-SO-EZ-E innersole, and superior craftsmanship result in 
looks, comfort, and long wear that have 
made Taylor-Made shoes favorites for over fifty years. 
For illustrated folder write to 
E. E. TAYLOR CORP., 275 Congress Street, Boston, Mass. 


wn 
TAYLOR-MADE advertisement 
Taylor-Made Shoes have consistently ap- 
peored in LIFE since its inception. The national 


MAY 19 





Edward Auth, shoe buyer for Sib- 
ley’s, and Robert Howard, shoe base- 
ment buyer for Edwards, will discuss 
“Leather and Fabrics” at the May 26 
gathering, with a possibility that the 
buyer of leather for a shoe factory may 
also have a part in this meeting. 

Henry Reich, shoe buyer for B. For- 
man Company, will lead the discussion 
at the session to be held June 2. He 
will tell why every woman should have 
a “shoe wardrobe”; explain the kinds 
of shoes a fitter should sell to provide 
for varied occasions, as well as for dif- 
ferent types of feet. 

There will be a review of the lessons 
of the season at the final session June 9. 

Next will come practical experience 


in shoe departments, with some pupils 
taking the part of customers, making 
whatever objections they desire, while 
those who are entrusted with fitting 
will get the shoes from stock and at- 
tempting to do a satisfactory job. 

Shoe departments in department 
stores throughout the country are ex- 
pected to watch this experiment with 
unusual interest since there are times 
when all of them have “rushes” when 
additional sales could be made if help 
within the stores was available. 

It is expected that independent shoe 
stores will also avail themselves of the 
opportunity to obtain instruction from 
those who are on the program so ably 
qualified to give it. 








[48] 


Scuffless Heels are used on many ms << 


@ “Wynford,” a Dr. Locke shoe for every 
activity, is well planned to make sales easy 
and customers satisfied. A major feature is 
Scuffiess “Pyraheel” plastic heel covering. It 
matches the Softex kid perfectly, and it will 
not stone bruise, dent, scuff, or stain. It keeps 
a shoe well groomed. Ask your dealers forsum- 


mer whites with this winning feature. 


E. . DU PONT DE NEMOURS & CO. (INC), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 
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Dixon-Bartlett Moves 
To Larger Factory 


BALTIMORE, Mp.—The Dixon-Bartlett 
Company of this city, manufacturers 
of women’s sport and street styles 
Goodyear welts, have advised that in 
order to take better care of both their 
make-up orders and their in-stock de- 
partment, they will remove their plant 
to a larger building at 2413-21 Eastern 
Avenue. The removal will be made 
around June 1, next. 

The present building, on Redwood 
Street at Hanover, was erected by the 
firm after the great Baltimore fire, and 
although among the most modern struc- 
tures at that time has, for quite a while 
past impeded the development and 
growth of the business. The new set- 
up will correct this condition, and the 
removal is expected to be made with- 
cut interruption of production. 


Mid-Continent Travelers to 
Hold Fall Showing 


OKLAHOMA City, OKLA.—Announce- 
ment has been made by E. J. Eichhorn, 
secretary-treasurer of the Mid-Conti- 
nent Shoe Travelers’ Association, that 
the association will hold a showing at 
the Skirvin Hotel, here, June 15, 16 
and 17. This will be the second annual 
Fall Shoe Show to be held under the 
auspices of this association. 


Hugh Wilson to Address 
Tanners Council Meeting 


New York—Hugh Wilson, Amer- 
ica’s last ambassador to Germany, who 
recently retired after thirty years in 
this country’s foreign service, will ad- 


HUGH WILSON 


dress members of the Tanners’ Council 
of America at their meeting in White 
Sulphur Springs, on May 8. His sub- 
ject will be “America’s Role in the 
World Crisis.” 

Mr. Wilson, who served as a special 
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advisor to Secretary of State Cordell 
Hull after his return from Germany in 
December of 1938 until his retirement 
in December of 1940, has devoted his 
time in recent months to writing his 
memoirs, the second volume of which 
appeared in March, 1941, under the 
title, “Diplomat Between Wars.” 

The first column of Mr. Wilson’s 
memoirs was published in 1938 under 
the title, “The Education of a Diplo- 
mat,” and told the story of his diplo- 
matic activities up to America’s entry 
into World War I. “Diplomat Between 
Wars” carries his story through 1937, 
the twenty years during which from 
posts in Tokyo, Washington, Paris, 
Geneva and Berne, he watched the 
policies of the major powers destroying 
the peace of the world. 

Hugh Wilson’s diplomatic assign- 
ments have taken him all over the 
world. Among the important treaties 
he has negotiated as the United States’ 
representative was the Treaty with 
Germany in 1921 and numerous treaties 
under the League, including that on 
the treatment of war prisoners, which 
is the only one now being observed by 
the belligerent powers. 

Born in Evanston, Ill., Jan. 29, 1885, 
he was educated at the Hill School in 
Pennsylvania and at Yale University 
(A.B., 1906). A trip around the world 
followed and he then entered the family 
business (Wilson Brothers, Chicago 
wholesale men’s furnishers), where he 
stayed until 1910. In that year, de- 
termined to enter the diplomatic ser- 
vice, he went to Paris and studied at 
the Ecole Libre des Sciences Politiques, 
but left before completing his course 
to become private secretary to the 
United States Minister in Lisbon, Por- 
tugal. 

His first official assignment, after 
taking the Foreign Service examina- 
tions in 1911, was as Secretary of Le- 
gation in Guatemala. His next assign- 
ment took him to Buenos Aires. The 
dark days just before the United States 
entered the World War I found him in 
Berlin. After the declaration of war, 
he was transferred to Vienna, only to 
be shifted to Berne, Switzerland, as 
Charge d’Affaires when this country 
declared war on Austria-Hungary. 

In 1921 Mr. Wilson was sent back to 
Germany as Counselor of Embassy, the 
highest competitive post in the Foreign 
Service. In this capacity he negotiated 
the Peace Treaty with Germany. Tokyo 
was his next post. In 1924 he was 
brought back to serve in the State De- 
partment as the Chief of the Bureau 
of Current Information and also as 
chief of the Executive Committee of 
the Foreign Service Personnel Board. 

President Coolidge designated Hugh 
Wilson as the United States’ unofficial 
representative at the League of Na- 
tions headquarters in Geneva, which 
was then considered the best “listening 
post” in the world, because every mat- 
ter of international consequence came 
eventually to the League. 

In 1987 Secretary of State Cordell 
Hull invited Mr. Wilson to return 
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Stock H.-10 (patented) 


children. 
Order Today 





“The Chariot” 


Early buyers have reordered on this most 
popular WOODEN SOLE SANDAL of the 


It has eye appeal—beauty in line, finish and 
design—Perfect fitting and E. Z. Walking— 
patriotic elastic straps or all white. 

Other low heel styles for men, women and 


REECE WOODEN SOLE SHOE CoO. 
COLUMBUS, NEBRASKA 








STROLLER 


A sport shoe, so soft and flexible it has 
the comfort of a slipper. But it is made 
for hard wear on a new, plateau last. 


No. 1313 --- White Crushed Elk. 


Also in Black Crushed Elk and 
in Brown Crushed Elk. AAA to C 


Al BELLALTRE SHOd 


In Stock for 
Immediate Delivery 


$500 


RETAILER 


BELLAIRE SHOE COMPANY. PORTLAND, ME. 


Me T . WALKER. IN 





home as his assistant secretary and he 
remained in Washington in this post 
until his appointment by President 
Roosevelt as Ambassador to Germany 
in 1938. In November of the same 
year he was brought back to Washing- 
ton for consultation, a move generally 
regarded as a direct expression of 
American displeasure of the treatment 
accorded Jews by the Nazi government 
of Germany. 


Ersatz Shoes Not So Warm 


BurraLlo, N. Y.—Ersatz shoes 
brought to Buffalo, N. Y., by a young 
refugee woman from Germany were 
pictured in a local newspaper and their 
lack of merit described by her—but 
with her name withheld, because rela- 
tives are still in the land of the Nazis; 
within reach of the dread Gestapo, 
with a concentration camp “just around 
the corner.” 

The ersatz footwear have canvas tops 
and thick wooden soles plugged with 
composition pulp to provide traction. 
The cost was 10 reichmarks, which is 
about $4. 

“There is no protection from water,” 
she said, “and in cold weather they are 
not so warm. Overshoes and rubbers 
cannot be had in Germany, as rubber 
is only for military use. 

“In my opinion, life in Germany is 
a substitute. There is little real hap- 
Piness, except for those in favor. 


Takes on New Line 


CoLuMBus, On1I0—J. E. McLeod, who 
has been with Freeman Shoe Corpora- 
tion, traveling in Ohio and Southern 
Indiana, is taking on the Freeman 


J. E. McLEOD 


Bootmaker Cradle Heel line and the 
Master Fitter line for Ohio, Kentucky, 
Tennessee, West Virginia, Northern 
Virginia, Maryland, Delaware and the 
District of Columbia. Mr. McLeod has 
been selling high-grade shoes for a 
great many years in parts of this ter- 
ritory. 


Earlier White Season Seen 


DAVENPORT, IowA—With the season 
for white shoes apparently opening 
about three weeks ahead of normal 
schedule, shoe men see trimmed num- 
bers, featuring blue, black, brown and 
biege, in that order, leading plain 
whites. 

At the same time retailers say their 
business for April is running 25 to 25 
per cent ahead of the same month in 
1940, due to general business pickup, 
stimulated here by such defense indus- 
try as the Rock Island arsenal where 
employment is nearing 9000, an in- 
crease of 1200 over Jan. 1 and 3000 
over the same time last year. 

Industrial employment in the Quad- 
city area, from which Davenport re- 
tailers draw heavily, has reached an 
all-time high of 31,000, up 6600 from 
a year ago. Two large farm imple- 
ment companies, employing 11,000 men, 
have just announced a five-cent-an- 
hour wage increase. 

Shoe stores all along the line, from 
low-priced establishments to exclusive 
shops, are feeling the results of this 
general prosperity. 

Blues, blacks and browns were good 
colors before Easter and are carrying 
over into trims for whites, a class of 
business starting earlier because of 
unseasonably warm weather, shoe men 
say. Novelty numbers, combining duck 
with leather or employing all cloth 
uppers, appear headed for popularity. 
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SALESMEN WANTED 





SAL _ESMEN with upstairs shoe departments 
following, carrying Women’s Style Shoes, 
sought for additional line highgrade casual and 
slippers. Open territories: Southeast, below 
Washington; Upstate New York, Pennsylvania. 
References. Address #142, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N. Y. 








HELP WANTED 


RETAIL SALESMAN who is experienced 
fitting Women's shoes from seven to ten 
dollars. Enclose picture or recent snapshot 
with reference in first letter. Strictly confi- 
dential. Only those desiring permanent posi- 
tion need answer. Store in San Joaquin Valley, 
California. Address $143, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N. Y. 








LINE WANTED 


ALESMAN—Large following in Wisconsin; 

knows retail trade; hard worker; good refer- 
ences; wants women’s or general line. Ad- 
dress £140, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 








FOR SALE 


SHOE store for sale in Philadelphia. Good 
going shoe business, low rent, heat included. 
More than a comfortable living insured. Present 
owner cannot give it the time. Address $135, 
care Boot & Shoe Recorder, 56th & Chestnut 
Streets, Philadelphia, Pa. 








SHOE DEPT. FOR RENT 


ULLY EQUIPPED, ACTIVE SHOE DE- 

PARTMENT in general department store in 
prosperous Western Pennsylvania City. Doing 
$10,000 annual business in $2.98 Women’s shoes. 
Liberal franchise to right party. Address $141, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








BUSINESS OPPORTUNITY 





POSITION WANTED as Manager of Ortho- 
pedic Department or Store. Twenty-two 
vears’ experience as Manager; Capable of train- 
ing men for this field. Would accept traveling 
promotional job. Have also had experience in 
this field. Forty-four years old. Address $139, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, Y. 





SALESMAN—more than 20 years of actual ex- 
perience in operation, management and buy- 
ing. Last fifteen years of high-grade, semi- 
corrective line. College graduate. Willing to 
assume responsibility. Address $138, care Boot 
& Recorder, 100 East 42nd Street, New 
York, N. Y. 





ANAGER AND BUYER, twenty years’ ex- 

perience, with an unbroken record of suc- 
cessful operations; First class Stock Control and 
steady satisfactory profits. Good reference. 
Address 2137, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





XPERIENCED, ENERGETIC, AMBI- 

TIOUS YOUNG MAN thirty years old; 
married; at present Manager and Buyer of 
high grade shoe store, looking for opening with 
growing store or shoe department, as Manager. 
Has successful background for stock control and 
low inventories. Having reached top in present 
position, desires position offering future. Ad- 
dress $136, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





WANTED TO PURCHASE 


Wi ARE INTERESTED IN ALL IDEAS 
PATENTS FOR ORTHOPEDIC. 





H 
140 FEDERAL STREET. 
BOSTON, MASS. 





BEST PRICE PAID FOR SHOE 
STORES AND SURPLUS STOCK 


ALSO PURCHASE GENTS’ FURNISHING, 
CLOTHING AND OTHER MERCHANDISE 
HENRY YOUNG 


1055 Summit Ave., Bronx, New York 
Telephone Topping 2-5895 











WANTED TO PURCHASE 











Buyers of Surplus Stocks 
We will buy wrplus or entire stocks of shee: 
frem manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We 7 oe ee a shoe ‘stocks. 
- Write, wire or phone. 
BARSH & CEASAR 


19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 











AVAILABLE FACTORY SPACE 


is yours for $1.00 per year. Buildings in 
excellent condition. Plenty of contented 
labor. For particulars address 
WOLFEBORO CHAMBER OF COMMERCE 
WOLFEBORO, N. H. 
on Lake Winnipesaukee 








SHOE STORES WANTED 


FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and A Short — leases as- 
sumed, Write in 
A. L. BARIS, om 


79-81 Reade St., New York 
Cnusual references on request. 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shees such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, — 
tonians, Stetson, Red Cross, Nunn-Bush, 
IRVIN RUBIN 
“The House of J 
88 Reade S&St., Gort Church 
Barclay 7-7887. New York City 








should be 





the rate is 7 cents per word. 


CLASSIFIED ADVERTISING RATES 


rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
charge, 75 cents. For all other classified advertisements 
a box number is desired twelve words should be added for the address. In all other eases each word of the 


Mini- 
Minimum charge, $1.25. 


for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “= 
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The (/C Oval Shank, popular for use in Women’s Cement, 
McKay, Littleway and UCO Lockstitch shoes. 


In planning a bridge, in fitting a shank — 
engineering skill is essential. 


In the making of United Shanks, ‘Built to 
Specifications” means that each original 
shank fitting is made to the individual 
last of the shoe manufacturer. After these 
custom specifications are determined, 
shanks are cut and formed according to 
the original model and produced in quan- 
tity — accurate and uniform. 


These engineering abilities are determin- 
ing factors in producing United Shanks. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








Dates to Remember 


Monthly Showing Michigan Shoe 
Travelers, Hotel Statler, Detroit, 
Mich. May 5, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 194! 


Introduction of Fall Footwear Fash- 
ions, St. Louis nse Nowe Manufac- 
turers og > peg Com- 
modore, New York. 

May 11, 12, 13, 14, 1941 


Southwest Fall Shoe Style Show, 
Sremeenet by Southwestern Shoe 
welers’ Association, Texas 
Hotel, Fort Worth. 
May 24, 26, 27, 28, 1941 


Annual Convention California 
Shoe Association, Hotel 
St. Francis, San Francisco, Calif. 
May 25, 26, 27, 28, 1941 


Central States Shoe Fair, Sepseeens 
by Joint Travelers and rs 
Associations, Morrison Hotel, 
Chicago, Ill. June 1, 2, 3, 194) 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2. 3, 4, 5, 1941 


Midwest Shoe Fair, Netherland 
Plaza Hotel, Cincinnati, Ohio. 
June 8, 9, and 10, 1941 


Annual Convention Pacific-North- 
west Shoe Retailers —— 
Olympic Hotel, Seattle, W: 

June 8, 9, oT 1l, 1941 


Annual Convention New York State 
Shoe Retailers Association, 
Onondaga Hotel, Syracuse, N. Y. 

June 15, 16, 17, 194! 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 


tion, Chamberlain Hotel, Des 
Moines, Iowa. June 15, 16, 17. 1941 


Fall Showing Mid-Continent Shoe 
Travelers Association, Skirvin 
Hotel, Oklahoma City, Okla. 

June 15, 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 


Buffalo Shoe Show, Hotel Statler. 
Buffalo, N. Y. July 13, 14, 1941 





Store Observes 
35th Anniversary 


Sigourney, Iowa—The S & S Shoe 
store, owned by John A. Schiltz and S. 
K. Harned, is observing the 35th an- 
niversary of the founding of the store. 

The store was founded in 1906 by 
the late William Seliger, John A. 
Schlitz was employed until 1908, when 
he bought a one-half interest and S. 
K. Harned bought Mr. Seliger’s in- 
terest in 1921 and the present partner- 
ship was formed. — 
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1G GUIDE, 


BOOTS AND SHOES 


ARNOFF SHOE COMPANY, New York City 
BELLAIRE SHOE COMPANY, Portland, Me. 
BROWN SHOE COMPANY, St. Louis, Mo 
CALIFORNIA SHOES, LTD., Los Angeles, Cal 
CONNEL, J. M., SHOE CO., Braintree, Mass 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 
FLORSHEIM SHOE CO., Chicago, Il. 

FOSTER, W. K., SLIPPER CO., Haverhill, Mass. 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa 
GOODWILL SHOE CO., Holliston, Mass. 
HANNAHSONS SHOE COMPANY, Haverhill, Mass 
HEALTH SPOT SHOE SHOPS, INC., Danville, fl 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas 
KREIDER, A. S., SHOE CO., Annville, Pa 
KREIDER, W. L.. SONS MFG. CO., Palmyra, Pa 
KRIPPENDORF-DITTMANN CO., Cincinnati, O 
MAURO, A. K., Philadelphia, Pa 

MILLER, I., & SONS, Long Island City, N. Y 

MARK TWAIN, DIVISION OF INT. SHOE CO., New York City 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
NASHUA SLIPPER CO. Lowell, Mass 
PENOBSCOT SHOE COMPANY, Old Town, Me 
REECE WOODEN SOLE SHOE CO., Columbus, Neb 
ROBERTS-HART, INC., Keene, N. H 

SACO-MOC SHOE CORP., Portland, Me 

SUPERIOR SHOE CO., Chicago, Ill 

TAYLOR, E. E., CORP., Boston, Mass 

TRIMFOOT COMPANY, St. Louis, Mo 

WINTHROP SHOE COMPANY, St. Louis, Mo 
WRIGHT, E. T., & CO., INC., Rockland, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich 
KISTLER LEATHER CO., Boston, Mass 

LEVOR, G., & CO., INC., New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


CAVALIER CO., Baltimore, Md 

DU PONT, DE NEMOURS, E. L, & CO., INC. Arlington, N. J 

UNITED FAST COLOR EYELET CO., Boston, Mass 

UNITED LAST COMPANY, Brockton, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass. .............. 51, 3rd Cover 


STORE EQUIPMENT AND ACCESSORIES 


DUNDEE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal 
KAWNEER CO., Niles, Mich 
NATIONAL CASH REGISTER CO., Dayton, O 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City 








SUMMER STYLE PICTURE: Delicate leathers and light 
colors in summer footwear focus attention on the need 
for a box toe that blends smoothly at the tip line, yet 
forms a firm, accurate toe unit. 


TRIM ON THE FOOT—Celastic brings style to the eye in the neat smartness it gives 
THE QUALITY the toe. Celastic brings comfort to the foot by eliminating wrinkled toe linings. 


saat iy ss TRUE TO THE LAST — Celastic reproduces the lines of each pair of lasts—accurately 
—smoothly. By maintaining toe contour, Celastic preserves the design of the last 
maker in each MATCHED PAIR. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 









FOR SPRING SALES NOW, 
AND CAMP WEAR TOO... 
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No. 761 
Boys’ Brown Norwegian Moc Type Casual 
Shoe, Antiqued as illustrated, Lined Quarter 
with Counter, Mesa Last, Rubber Heels, Ook 
Soles. Widths B to D. 

Carried in Big Boys’ sizes, 6'/2 to | 1. 





No. 201 
Boys’ Genuine Hand-Sewed Moccasin, Row- 
cord Sole, Medium Width, | to 6. 
(Whole Sizes Only) 
Carried in Big Boys’ sizes, 7 to !1. 


B.,: will be wanting their camp shoes early this year, because the very 
types they used to wear at camp have become general outdoor, May-through- 
September, shoes. For this growing business, and for the current craze for 
casual moccasins and slack shoes, feature these Gerberich Specialties. They're 
both extra pair items; every boy wants them, and mothers quickly appreciate 
the merit and importance of keeping their sons in well fitted, carefully made 


ei 


shoes, even for their so-called “casual play hours.” For a complete and profit- Ris 

able service in camp shoes, investigate Gerberich-Payne Official Boy Scout 

Shoes today. ey 
€3 





GERBERICH-PAYNE SHOE CO., mount soy, penna. Ye 7 


New York Office, Marbridge Building, Room 405 . : .... . Los Angeles, Hotel Lankershim x 






